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Abstract 
 
People have used stories to communicate with each other throughout the history of our species. 
Stories are hardwired in the human brain; they allow us to store and retrieve information, 
organise experiences and comprehend our world. They are a powerful form of communication; 
they can grab attention, persuade, empower, inspire, engage and change the behaviour of the 
people exposed to them. Businesses create stories, called brand stories, to inform consumers 
about their brands. A brand story consists of a plot, characters, causality, key messages and a 
progression of events in temporal order. Marketing practitioners are increasingly using brand 
stories to influence consumers’ attitude toward their brands, and improve brand equity and the 
performance of their brands in the market.  
 
In the past two decades, marketing researchers have focused on investigating brand stories 
from an advertising perspective. Scholars have acknowledged the scarcity of brand story 
studies from a brand management perspective and called for more empirical research. A review 
of the literature indicates a lack of a unified conceptual model that shows what brand story 
means to the people making and influencing brand-related decisions (e.g., brand managers and 
CEOs) and encapsulates the processes of how they build, evaluate and manage their brand 
stories. This thesis responds to the need for empirical research on the brand story concept, 
presenting an exploration of the brand story concept from the viewpoint of global 
contemporary brand practitioners (GCBPs). 
 
The major outcome of the study is a practitioner-led brand story (PLBS) conceptual model that 
explains the possible meanings surrounding the brand story concept, and components of 
contemporary strategies to develop and evaluate brand stories. The model was based on data 
collected using qualitative methods and analysed using a constructivist grounded theory 
approach. Interviews were conducted with 13 senior GCBPs from 3 countries, and the results 
triangulated with data from internal and public organisational documents. The PLBS 
conceptual model adds to the brand management literature by expanding and unifying 
meanings surrounding the brand story concept and explaining how the concept is being 
developed by modern brand decision-makers. It contributes to practice by offering an empirical 
tool which brand managers worldwide can use to integrate brand story into their brand strategy. 
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1 Chapter 1  Introduction 
 
Humans have been telling each other stories for hundreds of thousands of years. People learn 
to comprehend the world around them through stories (Escalas 2004), and generate stories to 
explain natural disasters and other events, organise experiences, build perspectives and even 
evaluate situations (Bruner 1986, 1990). A story is defined as a ‘series of events in a speciﬁc 
order, with a beginning, a middle and an end’ (Bennet & Royle, cited in Delgado-Ballester & 
Fernández-Sabiote 2016, p. 117), or ‘an oral or written performance involving two or more 
people interpreting past or anticipated experiences’ (Boje, 1995, p. 1000). The power of stories 
is manifested in three important factors: being remembered, being persuasive and increasing 
social communication (Aaker & Aaker 2016). Communicating lessons and ideas, and sharing 
knowledge and experiences, are what storytelling is all about (Sole & Wilson 2002). Human 
beings use stories to index, store and retrieve information (Woodside & College 2010), hence 
a key principle of good storytelling is to understand that ‘human memory is story-based’ 
(Schank 1999, p. 12). 
 
One way to look at brands is as sets of complex stories (Brown et al. 2003; Bruner 1990). The 
brand story concept emerged as a significant marketing construct because it holds that 
consumers interpret their experiences with brands via stories (Granitz & Forman 2015; Huang 
2010; Woodside 2010). As Aaker and Aaker (2016) noted, ‘many firms have added journalists, 
editors, and filmmakers to their staffs to create or find meaningful stories and present them in 
a compelling way’ (p. 53). Due to its storytelling’s intellectual and emotional power, brands 
are increasingly using it as a central pillar in their market communications in ways that allow 
people to relate and think of brands in the form of stories (Carnevale, Yucel-Aybat & 
Kachersky 2018).  
 
A brand story is defined as ‘a company-designed story about the brand and consists of a plot, 
actors, causality, and temporality’ (Solja, Liljander & Söderlund 2018, p. 295). Solja and 
colleagues explained that brand stories can convey information about brands’ founders and the 
evolution of brands, or they can portray characters interacting with the brands and consuming 
them enjoyably. Well-told stories about the brand’s origin can influence how consumers think 
about the brand (Brakus, Schmitt & Zarantonello 2009). Some studies have provided evidence 
of successful relaunch and reviving of long-abandoned brands, converting them into ‘retro’ 
brands through telling persuasive brand stories (e.g., Brown, Kozinets & Sherry 2003).  
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A brand story embeds its brand in a framework that allows it to convey aspects of the brand’s 
founder, heritage, challenges, mission and values, and the emotional and functional benefits it 
offers (Fog et al. 2010). Telling a good brand story enables consumers to connect with their 
brands emotionally and helps nurture brand meanings in consumers’ minds (Huang 2010). 
Well-crafted brand stories add favourable and unique associations to a brand in ways that 
enhance the brand equity (Keller 1993; Wood 2000). Other studies find even short stories 
included on fast-moving consumer good (FMCG) packaging create positive impacts on 
consumers’ perceptions of product value, attitude and behavioural intention responses to the 
brand (e.g., Solja, Liljander & Söderlund 2018). 
 
A vital way in which a brand story builds a connection with its audience is through generating 
emotions such as happiness (a central human motivation); people seek happiness, and when 
they are happy, they evaluate and engage with the brand more favourably (Carnevale, Yucel-
Aybat & Kachersky 2018). Telling brand stories using persuasive storytelling techniques is a 
significant component of brand-building initiatives and brand strategy communications 
(Delgado-Ballester & Fernández-Sabiote 2016). 
 
A review of marketing literature indicates that the brand story concept is worth further 
investigation. Previous research established the importance of the brand story concept in brand 
building across broad contexts (e.g., Brown et al. 2003; Thompson et al. 2006), as well as in 
specific areas, such as enhancing brand equity (e.g., Aaker 1996; Keller 1993; Huang 2010). 
Previous authors have acknowledged the scarcity of research specifically about brand story and 
called for more empirical studies (e.g., Brown 2011; Chiu et al. 2012; Granitz & Forman 2015; 
Huang 2010). The literature indicates that most brand story research focuses on investigating 
the persuasive effect of stories in the context of advertising and branding (Gilliam & Flaherty 
2015; Lundqvist et al. 2013; Solja, Liljander & Söderlund 2018). 
 
Even in the field of advertising, the kinds of stories which consumers perceive as persuasive 
are in need of more investigation (e.g., Carnevale, Yucel-Aybat & Kachersky 2018). In 
addition, when it comes to communicating brand stories in the marketplace, there is a paucity 
of research into the preferred communication channels (or media) in which consumers would 
like to receive brand stories from (e.g., Granitz and Forman 2015). 
 
Researchers have begun to respond to the call for more brand story research. In recent years 
the literature has borne witness to an increasing interest in understanding brand stories, not just 
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in advertising, but as a vital element in managing and developing brand strategy (Delgado-
Ballester & Fernández-Sabiote 2016). Knowing that telling a brand story is important and 
knowing how to create an effective one are not the same thing (e.g., Kent 2015). That is why 
there is a need to understand how marketers construct compelling brand stories that maximise 
the influence of their brand communications (Gensler, Völckner, Liu-Thompkins & Wiertz 
2013). Moreover, the literature lacks a unified conceptual model for the process and elements 
of developing brand stories in the market by contemporary brand practitioners involved in 
brand management decisions. In addition, while the literature includes a variety of perspectives 
on the brand story concept, it lacks a coherent brand story definition from the perspective of 
practitioners who make brand-related decisions every day of their professional lives. Since the 
brand story concept is a company-designed story about the brand (Solja, Liljander & Söderlund 
2018), the processes behind its strategic development in the market are clearly a useful target 
for research. By exploring and understanding the perspective of contemporary brand 
practitioners in the strategic development of their brand stories in the market, a systematic way 
of developing a high-quality brand story for creating better brand equity can be developed. As 
Aaker and Aaker (2016) indicated, many marketers have succeeded in using stories to move 
beyond just communicating their brands to audiences and changing their behaviour. Thus, 
research from the practitioner perspective is both called for and timely. 
 
Chapter 2 provides a detailed literature review and more elaborate justification for this 
investigation of brand story. After conducting a through literature review, the investigator 
developed the following three research questions to guide his exploration of the brand story 
phenomenon. 
 
RQ 1: What is a brand story, as evidenced in the practice of global 
contemporary brand practitioners?    
RQ 2: What are the main processes global contemporary brand 
practitioners adopt to develop their brand stories in the 
marketplace? 
RQ 3: How do global contemporary brand practitioners evaluate their brand stories?  
  
The answers to these questions, as presented later in this thesis, can guide practitioners wishing 
to integrate brand stories into their brand strategy and management efforts, as well as 
researchers wishing to understand the meaning, process of development and evaluations of 
brand story in practice. The answers will also help future practitioners to enhance brand equity.  
 4 
1.1 Research Purposes  
 
This study was designed to add to the body of knowledge about brand management and respond 
to a clear need for greater theoretical rigour with respect to the brand story concept. Its primary 
purpose was to explore and elucidate the brand story concept from the perspective of high-
profile global contemporary brand practitioners (GCBPs) who make brand management 
decisions in their day-to-day roles, and use this information to develop a practitioner-led brand 
story (PLBS) conceptual model. Such a model should conceptualise the possible meanings and 
perspectives associated with the brand story concept, and outline the processes behind building, 
managing and evaluating brand stories for better story integration within the lives of 
consumers. It should increase understanding of how leading GCBPs are developing compelling 
brand stories. The proposed PLBS conceptual model should help brand managers around the 
world to view the brand story concept from different angles and improve its strategic adoption 
and utilisation.  
 
1.2 Research Approach  
 
This qualitative research was designed in accordance with Charmaz’s (2014) constructivist 
grounded theory approach. The methodology of this study is illustrated in detail in Chapter 3. 
In brief, 13 GCBPs were recruited and engaged in qualitative interviews about their brand 
management practice using open-ended questions. The findings of the interviews were the 
primary set of data and used to form the PLBS conceptual model, which includes three themes 
that respond to the three research questions. Further data were incorporated in the study to 
support the developed model through engaging in a data triangulation process, which included 
internal organisational documents (IODs) provided by four practitioners involved in the study, 
and public organisational documents (PODs) obtained from the websites of the 13 interviewed 
brand practitioners. 
 
1.3 Thesis Structure 
 
Chapter 2 contains a comprehensive review of the literature that informed the study. The 
chapter reviews the definition of brand, aspects of how brand meaning is created and what 
brand equity means. The chapter then turns to the brand management approaches of three 
influential schools of thought, followed by an exploration of the essence of stories, storytelling 
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and brand story. The chapter contains a detailed justification, based on the literature review, 
for this investigation of the brand story concept. 
 
Chapter 3 presents the research design and methodology in detail. It explains the philosophical 
assumptions and stance in this study, and illustrates why and when researchers use qualitative 
research. This chapter provides background to the grounded theory approach and its major 
versions. It outlines the adopted version of grounded theory and provides detail on the 
processes through which the data was collected and analysed to arrive at the findings. This 
chapter describes and justifies the journey undertaken to answer the research questions.  
 
Chapter 4 introduces the PLBS conceptual model developed from the interview findings and 
explains its components, notably the three themes that respond to the three research questions. 
Afterwards, the chapter presents detail findings about the first theme, ‘Lenses of Brand Story 
Meaning’, which portrays the meaning of ‘brand story’ as viewed and practised by the GCBPs 
involved in this study. This theme provides answers to research question (RQ) 1. 
 
Chapter 5 presents the outcomes of analysis of interview data – the study’s dominant theme – 
relating to RQ2, which is concerned with the brand story building strategies adopted by 
CGBPs. RQ2 is answered with reference to a theme called ‘Living and Telling Brand Story’, 
which shows the strategies research participants use to develop their brand stories in the 
market. 
 
Chapter 6 presents the themes that resulted from analysis of interview data related to RQ3. 
The chapter shows how GCBPs evaluate their brand story efforts, presented under a theme 
called ‘Evaluating Brand Story’, which demonstrates the ways research participants evaluate 
the success/failure of their brand stories in the market. 
 
Chapter 7 presents the findings resulting from analysis of the IODs included in this study as 
part of the data triangulation process. They are used to support other findings demonstrated in 
the three themes of the PLBS model that emerged from the analysis of interview data. 
 
Chapter 8 presents the outcomes of analysis of the selected PODs as part of the data 
triangulation process. They are used in support of the other findings shown in the three themes 
of the PLBS model that arose from the analysis of interview data. 
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Chapter 9 contains a discussion of the theoretical PLBS model with respect to relevant 
literature. This is a critical step in a grounded theory study, because it positions the findings 
with respect to previous research. The chapter provides integrated and concise answers to the 
three research questions based on the detailed findings presented in the previous chapters. 
 
Chapter 10 outlines the contribution of this study to knowledge, followed by the implications 
of the PLBS model for future research and practice, and a description of the limitations of the 
study. 
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2 Chapter 2  Literature Review 
 
This chapter presents a review of relevant literature that informed and influenced this research. 
It permitted the formation of the study’s research questions and assisted in the development of 
the research design and methodology (discussed in Chapter 3). Adopting grounded theory 
methodology to create a theory and conceptual model (instead of testing an existing one) 
necessitated a return to the literature (Chapter 9) as part of the Discussion to position the 
findings of this study (presented in Chapters 4–8) (Charmaz 2006; Corbin & Strauss 2008; 
Glaser 2002; Glaser & Strauss 1967).  
 
This chapter is organised as follows: 
• section 2.1 presents a review of the meaning of brand and brand management, and 
summarises literature related to three influential schools of thought in brand 
management; 
• section 2.2 illustrates the essence of stories and their importance for human and brand 
communications; 
• section 2.3 offers a review of storytelling and its power in persuasive 
communications;  
• section 2.4 focuses on the meaning of brand story, its elements, and some concepts 
related to marketers’ use of brand stories; 
• section 2.5 contains a justification for an investigation of the brand story concept, based 
on the literature review; and  
• section 2.6 concludes the chapter with a concise summary. 
 
2.1 Brand Management 
 
As this study focuses on exploring the brand story concept in the context of brand management, 
it is essential to review relevant literature on brand management to understand these 
phenomena. The ‘brand’ concept is defined in several ways. According to Heding, Knudtze 
and Bjerre (2016, p. 281), in 1960 the American Marketing Association defined brand as ‘a 
name, term, design, symbol, or any other feature that identifies one seller’s good or service as 
distinct from those of other sellers’, and in 2013 the association updated the definition to ‘a 
customer experience represented by a collection of images and ideas; often, it refers to a symbol 
such as a name, logo, slogan, and design scheme’. Ambler (1992, cited in Wood 2000) adopted 
a consumer-oriented approach in defining a brand as 'the promise of the bundles of attributes 
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that someone buys and provide satisfaction . . . The attributes that make up a brand may be real 
or illusory, rational or emotional, tangible or invisible’ (p. 664). According to Wood (2000), 
scholars have defined brand either by focusing on the methods used to reach differentiation1 or 
the benefits/values consumers derive from purchasing brands. For instance, Keller (1993) 
concentrated on enforcing brand image in the consumers’ minds to define the brand construct, 
Aaker (1996) focused on brand personality, Levitt (1962) considered brand to be an added 
value. De Chernatony and Riley (1998) asserted that brand meaning was multidimensional and 
offered 12 themes to define the brand: value system, risk reducer, personality, image, logo, 
company, adding value, shorthand, legal instrument, identity, relationship, and evolving. Wood 
(2000) integrated more than one definition, and proposed that a brand is ‘a mechanism for 
achieving competitive advantage for firms, through differentiation (purpose). The attributes 
that differentiate a brand provide the customer with satisfaction and benefits for which they are 
willing to pay (mechanism) (p. 666). 
 
The brand equity concept is an integral part of brand management literature. Aaker (1991) 
defines brand equity as ‘a set of assets and liabilities linked to a brand, its name and symbol, 
that add to or subtract from the value provided by a product or service to a firm and/or that 
firm’s customers’ (p. 15). Aaker (1996) consider four primary sources of brand equity: brand 
loyalty, brand awareness, perceived quality, and brand associations. Keller (1993) defined 
customer-based brand equity (CBBE) as ‘the differential effect that brand knowledge has on 
consumer response to the marketing efforts of the brand’ (p. 2). Keller (2008) later indicated 
that creating a high level of awareness and familiarity with the brand at the consumer level 
contributes to building strong, favourable and unique brand associations in memory, and that 
this increases brand equity. Regardless of which brand equity strategy a brand adopts, all 
perspectives include the concept that the assets that encompass brand equity are a crucial source 
of competitive advantage (Hunt 2017). 
 
It is critical to approach the management of a brand strategically as it offers a critical 
differentiation feature amongst competitive offerings (Wood 2000). Decision-makers strive to 
enhance their brand’s image in the market to improve their market performance (Huang 2010). 
Brand image is the sum of the consumers’ perceptions about a brand as reflected by the brand’s 
associations in memory (Keller 2008). Stories are value-adding assets; they can forge brand 
association within consumers in ways that increase brand equity (Lundqvist, Liljander, 
                                               
1 Differentiation is ‘the distinctiveness of a product from that of its competition’ (Krake 2005, p. 229). 
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Gummerus & Riel 2013). Brands become connected and valuable to consumers through 
meanings created in their minds about those brands in the form of narratives (Escalas 2004). A 
brand story can forge a positive connection with consumers as it allows those consumers to 
perceive the brand as a human being, which also fosters the brand–consumer relationship 
(Huang 2010).  
 
In research intended to identify the most influential brand research frameworks, Heding, 
Knudtze and Bjerre (2016) conducted an intensive analysis of brand research articles published 
over 30 years (1985–2015), including more than 500 articles from leading journals. They 
identified seven influential approaches of brand management that represent profoundly 
different perceptions of what constitutes a brand, the relationship between brands and 
consumers, as well as how brand equity is created and managed. According to Heding, Knudtze 
and Bjerre (2016), there are seven schools of thought: 
• the economic approach (McCarthy 1964), which considers the brand as part of the 
traditional marketing mix;  
• the identity approach (Hatch & Schultz 1997), in which the brand is linked to corporate 
identity;  
• the consumer-based approach (Keller 1993), which considers the brand as linked to 
consumer associations;  
• the personality approach (Aaker 1997), in which the brand is considered to be a human-
like character;  
• the relational approach (Fournier 1998), in which the brand is treated as a viable 
relationship partner;  
• the community approach (Muniz & O’Guinn 2001), in which the brand is the pivotal 
point of social interaction; and  
• the cultural approach (Holt 2002), which considers the brand as part of the broader 
cultural fabric. 
 
The following subsections provide more detail on three of these approaches: the consumer-
based, personality and relational approaches. They are particularly relevant to the context of 
this study (i.e., brand story in brand management context) due to their brand perspective being 
cognitive construal (for the consumer-based approach) and human (for the personality and 
relational approaches). Moreover, these three approaches focus on the receiving end of 
communication – the consumer (Heding, Knudtze & Bjerre 2016). These are critical 
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characteristics for the development of brand stories in the marketplace (e.g., Delgado-Ballester 
& Fernández-Sabiote 2016; Huang 2010; Woodside 2010).  
 
2.1.1 The Consumer-Based Approach  
 
The consumer-based approach, proposed by Keller (1993), assumes that the brand resides in 
the mind of the consumer. Therefore, for brand managers, the consumer is the main point of 
interest in this school of thought, and is considered the ‘brand owner’. The process of brand 
value creation occurs by moulding the brand associations held in consumers’ minds, hence, 
understanding the consumer is central in this approach.  
 
Customer-based brand equity is ‘the differential effect that brand knowledge has on consumer 
response to the marketing efforts of the brand’ (Keller 1998, p. 48). Keller asserted that brands 
have positive CBBE if consumers react in favour of a product and the way it is marketed. 
Negative CBBE happens when consumers react less favourably to marketing activity for a 
given brand than to competition brands. Mastering brand associations and equity is therefore a 
crucial task for brand managers, and stories of brands are held to add favourable and unique 
associations to consumers’ perception about brands (Keller 2008). 
 
The CBBE framework is based on the idea that brand knowledge is central to building brand 
equity. The framework enables researchers to conceptualise customers’ brand knowledge in 
simplified way, with brand knowledge divided into two principal components: brand awareness 
and brand image (Keller 1993). Brand awareness is the strength of a brand traced in consumers’ 
memory, which could be measured as the consumers’ ability to identify the brand under 
different conditions; brand image is the consumers’ perceptions about a brand as reflected by 
the brand’s associations in memory (Keller 2008). CBBE is a comparative framework in which 
the favourability, strength and uniqueness of brand associations are measured against those of 
competing brands (Heding, Knudtze & Bjerre 2016) (see Figure 2.1). 
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Figure 2.1 Dimensions of brand knowledge
 
Source: adapted from Keller (2008) 
 
Marketers can think of brand equity as a multidimensional concept that relies on how 
knowledge structures exist in the minds of consumers, as well as what sort of actions a firm can 
take to capitalise on these knowledge structures (Keller 1993).  
 
Brand managers need to comprehend that this approach regards customers as the owners of the 
brand; this implies that brand value creation is measured through uncovering what is embedded 
in the minds of the consumers – what they feel, think and act with respect to the brand (Keller 
2008). Keller argued that the basic premise of CBBE forces managers to understand that the 
process of building proper brands has no shortcut. Keller stressed that successful brands are 
built through carefully accomplishing a series of logically linked steps with consumers, and 
the more brand marketers recognise the steps needed to build their brands in the minds of their 
consumers, the more concrete goals they can have.  
 
Moreover, the richer the brand association in consumer’s mind (e.g., the number of possible 
ways a brand can fit with the life of the consumer), the higher the response to the marketing 
efforts of the brand (Keller 1993). In addition, the assumption ‘all power to the people’ in the 
consumer-based approach entails closeness to brand consumers; hence, the marketing budget 
must prioritise continuous market monitoring to understand consumers’ development in the 
market (Heding, Knudtze & Bjerre 2016). 
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2.1.2 The Personality Approach  
 
The personality approach (Aaker 1997) assumes consumers’ need for identity and expression 
of self is a fundamental driver of brand attitudes, choice and consumption. In this school of 
thought, consumers consume brands because of their symbolic benefits, in addition to the 
physical and functional characteristics of a brand. The personality approach provides a multi-
attribute model that sheds light on when and why people consume brands for utilitarian and 
self-expressive purposes (Aaker 1997). 
 
The personality approach also assumes that if a brand’s symbolic benefits are expressed by a 
human-like brand character, then the brand will be strengthened significantly; thus, a 
compelling brand personality can serve as an important means of differentiating the brand in 
the market (Aaker 1997). Aaker stressed that consumers more easily relate to and bond with a 
brand that depicts its brand personality to consumers, as opposed to brands without brand 
personality, because consumers can ‘see’ themselves in the personality of the brand and use 
the brand personality in their construction and expression of identity and self. The more 
consumers perceive the brand personality as a reflection of their own personality, the stronger 
the brand personality and brand performance.  
 
The brand personality approach is embedded with theories and insights from the academic 
fields of human psychology, sociology and consumer behaviour. From human psychology it 
borrows the personality dimensions and traits; from sociology and consumer behaviour 
research, knowledge about how people consume brands in their construction and expression of 
self (Heding, Knudtze & Bjerre 2016). The principal assumption, as explained by Heding and 
colleagues, is that consumers have a high level of homogeneity in their perceptions of the 
human-like personality and its use to describe a specific brand. Hence, the primary function of 
the brand is to convey a personality to which consumers can relate, using it to construct and 
express themselves; therefore, the primary subjects of analysis are brand personality, consumer 
self and self-congruity.  
 
The construct of brand personality in a brand management context consists of ‘the set of human 
characteristics associated with a brand’ (Aaker 1997, p. 347). A brand should have enduring, 
distinct and stable brand personality traits that offer self-expressive values to consumers. Thus, 
the distinct brand personality needs to influence brand attractiveness and ultimately brand 
performance and equity (Aaker 1997).  
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The theoretical framework of brand personality, proposed by Jennifer Aaker in 1997, is the 
first research-based conceptualisation of the personality construct in a brand management 
context (Heding, Knudtze & Bjerre 2016). In her conceptualisation of the personality construct, 
Aaker applied theoretical and methodological frameworks (drawn from psychology) about 
categorisation of people with regard to personality dimensions. Aaker investigated how 
psychology is applied to human personalities and their choices of brands, and found that that 
it is possible to transfer the notion of personality dimensions from psychology to brand 
management (Aaker 1997). 
 
Aaker defined brand personality as ‘the set of human characteristics associated with a brand’ 
(Aaker 1997, p. 347), and produced the ‘Big Five’ of brand management by refashioning the 
Big Five of brand personality in psychology. The five brand personality dimensions and their 
traits are shown in Figure 2.2. 
 
The personality traits demonstrate the characteristics that people associate with each dimension 
of brand personality. Brand name and logo, product-related attributes, communication style, 
price, distribution, and behaviour are some of many elements that can shape how people 
perceive the brand personality (Aaker 1997). Further, mental associations, symbolic values and 
emotional relationship with the brand affect the development of its personality (Heding, 
Knudtze & Bjerre 2016).   
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Figure 2.2 Dimensions and traits of brand personality
 
Source: adapted from Aaker (1997) 
 
For a brand manager adopting the personality approach, the primary task is to comprehend how 
the brand contributes to construction and expression of consumer identity. Then comes the task 
of translating that understanding into a business strategy with brand personality at its core – a 
strategy that builds better brand equity through delivering value and relevance for consumers 
(Aaker 1997).  
 
Brand managers can apply a series of steps to develop and manage their brands’ personalities. 
Heding, Knudtze and Bjerre (2016) summarised these steps as: 
• identify brand personality;  
• make sure it is appealing;  
• understand the target groups;  
• align the personality of the brand and the consumer; and  
• develop the communication platform.  
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Brand managers should aim to reflect how consumers feel about their brand, instead of 
focusing on expressing how top management would like the consumer to feel. If the brand’s 
behaviour (e.g., marketing activities) is not consistent with the adopted brand personality, 
consumers are likely to abandon the brand due to loss of credibility. Moreover, the brand 
personality framework is used to materialise abstract, intangible brand ideas and provide 
direction for brand managers’ implementation of the adopted strategy. Successful brand 
managers use the brand personality approach not just to provide utilitarian attributes and 
benefits, but to empower consumers to construct and express their self through providing them 
with symbolic value; hence, the brand’s strength is determined by the extent to which there is 
congruity between the brand personality and the consumers’ personality of self (Heding, 
Knudtze & Bjerre 2016). 
 
2.1.3 The Relational Approach  
 
Fournier (1998) proposed the relational approach, which is grounded in phenomenological 
concepts. Phenomenology is a qualitative approach that ‘describes the common meaning for 
several individuals of their lived experiences of a concept or a phenomenon’ (Creswell 2013, 
p. 76). It is also described as a philosophy in qualitative research that is ‘concerned with the 
question of how individuals make sense of the world around them and how, in particular, the 
philosopher should bracket out preconceptions in his or her grasp of the world’ (Bryman & 
Bell 2007, p.18). The relational approach regards the brand as a viable relationship partner, and 
hence brand consumption is understood through deep and holistic interpretations of the 
personal context in which the brand is consumed (Fournier 1998). 
 
The concept of information differs from the concept of meaning. Information is stimuli external 
to individuals, whereas meaning comes from the inner reality of individuals (Heding, Knudtze 
& Bjerre 2016). Hackley (2003) wrote that ‘phenomenology can conceive consumption not 
merely as behavioural response to external stimuli but as a meaning-directed behaviour driven 
by emotions, feelings and fantasies’ (p. 112). Since phenomenology involves a psychological 
view of people, the relational approach is based on an idiosyncratic view of meaning creation, 
centred on a fundamental idea that reality construction happens in the mind. Fournier (1998) 
emphasised: 
What matters in the construction of brand relationships is not simply what 
managers intend for them, or what brand images ‘contain’ in the culture, but 
what consumers do with brands to add meaning in their lives. The abstracted, 
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goal-derived, and experiential categories that consumers create for brands are 
not necessarily the same as the categories imposed by the marketers in charge 
of brand management. (p. 367) 
 
Fournier (1998) asserted that the quality of the relationship between a brand and a consumer 
can evolve through meaningful brand and consumer actions. The relational approach assumes 
the brand–consumer exchange is a dyadic and cyclical process resembling a human 
relationship; brand meaning is established through this process, to which both parties 
contribute. The corresponding activities can enhance, dilute or even dissipate the relationship 
and shape its quality. As a result, Fournier proposed the brand relationship quality (BRQ) 
model, consisting of six strong relationships: love and passion, self-connection, 
interdependence, commitment, intimacy and brand partner quality (Figure 2.3). 
 
Fournier (1998) asserted that the multifaceted nature of the BRQ construct suggests that there 
is more to keeping a relationship alive than the pull of positive feelings. The six facets influence 
the durability of brand relationship quality, which is manifested through aspects such as 
accommodation, tolerance/forgiveness, biased partner perceptions, devaluation of alternatives 
and attribution bias. Fournier explained that marketers can regroup the six facets into three 
main dimensions that can help them in developing their brand strategies: affective and socio-
emotive attachments (love/passion and self-connection), behavioural ties (interdependence and 
commitment), and supportive cognitive beliefs (intimacy and brand partner quality). 
 
Brand managers can enhance their brand equity through establishing strong relationships. The 
goal of a brand manager who applies the relational approach to his or her work is to make the 
relationship between the brand and its consumers as stable, meaningful and long-lasting as 
possible (Heding, Knudtze & Bjerre 2016). Fournier (1998) proposed that managers take extra 
care of two important sets of constructs: brand loyalty and brand personality constructs. In the 
BRQ notion, Fournier presented an alternative to the brand loyalty construct. She argued that 
BRQ is similar in essence to brand loyalty, in that both constructs attempt to capture the 
strength of the connection formed between the consumer and the brand through maintaining a 
consistent form of relationship over time. However, the six facets of BRQ are embedded with 
a rich theoretical tradition in the interpersonal domain, allowing brand managers to use them 
to create a stronger personified relationship with consumers; similarly, it gives marketers a new 
framework that can help them in conceptualising and measuring the impact/value of their new 
ideas in the market.  
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Figure 2.3 The brand relationship quality model 
 
Source: adapted from Fournier (1998) 
 
Fournier proposed a new theoretical conception of brand personality that is implied in the BRQ 
framework, one that recognises mutual exchange between active and interdependent 
relationship partners. Fournier (1998) argued that brand personality is thought of as a set of 
characteristics constructed by consumers based on repeated observations of brand behaviours. 
Hence, BRQ offers several theoretical and practical advantages over traditional views when 
brand managers utilise it properly. 
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2.2 Essence of stories  
 
For thousands of years, people have been telling stories to each other. They have told stories 
around the campfire, and they have travelled from town to town telling stories to communicate 
news (Schank 1999). Humankind learned to comprehend the world around it through stories 
(Escalas 2004). Individuals experience stories in their lives from shortly after birth (Van Laer, 
Ruyter, Visconti & Wetzels 2013), and stories are informally shared between people all the 
time (Delgado-Ballester & Fernández-Sabiote 2016) – whether between parents and children, 
grandparents and grandchildren, from teachers to students or between peers (Herskovitz & 
Crystal 2010). ‘Stories exist in people’s lives and contribute to their understanding of how 
things work in this world’ (Huang 2010, p. 307). The power of stories is manifested in three 
important factors: being remembered, being persuasive and the ability to increase social 
communication (Aaker & Aaker 2016). 
  
People develop stories to explain causal events, organise experiences, create perspectives and 
even evaluate situations. Stories are a powerful tool for entertaining, persuading and 
understanding, helping people to create meaning from the world around them (Bruner 1986, 
1990). Stories give meaning to life, express values, teach the young, convey culture and 
connect elements in people’s experiences and lives (Miller 2011). Stories occupy most of 
humans’ conscious lives, and if dreams and nightmares can be counted, then sleeping hours 
could be included as well (Abbott 2002; Vogler 1998).  
 
A story is ‘an oral or written performance involving two or more people interpreting past or 
anticipated experiences’ (Boje, 1995, p. 1000). A story is defined as a ‘series of events in a 
speciﬁc order, with a beginning, a middle and an end’ (Bennet & Royle, cited in Delgado-
Ballester & Fernández-Sabiote 2016, p. 117). Stories can teach, entertain, delight, frighten or 
inspire (Harris & Barnes 2006). Aaker and Aaker (2016) defined a story as a: 
… narrative with a beginning, middle, and an end (not always portrayed in that 
order) … it is not simply a set of facts (or features), a story may incorporate and 
communicate facts, but it does it in the context of a narrative. (p. 50)  
 
A story has a structure that keeps it together and engages its audience (Lundqvist et al. 2013). 
Stories encompass indices such as locations, actions, attitudes, problems and characters 
(Woodside 2010). A story demonstrates action sequences that progress towards achieving goals 
(Stein & Albro 1997); it includes a main message and makes a point that is valued (Shankar & 
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Goulding 2001). Stories have the ability to connect with an audience through commanding 
attention, making the listener more attentive and involved by organising information in a 
specific order, making it easier to remember; the arc of a story becomes, in essence, a singular 
thing to remember instead of a list of facts (Aaker & Aaker 2016). Marketing practitioners use 
stories to enable consumers to connect with their brands emotionally (Huang 2010). Stories 
rapidly became a staple in the early days of marketing communication and advertising, as 
marketers began to compete for brand loyalty and customer identification (Kent 2015). 
 
2.3 Storytelling  
 
Storytelling is about sharing knowledge and experiences through stories and anecdotes to 
communicate lessons and ideas (Sole & Wilson 2002). Human beings use stories to index 
information, store and retrieve it (Woodside & College 2010), hence a key principle of good 
storytelling is to understand that ‘human memory is story-based’ (Schank 1999, p. 12). 
Marketers use storytelling by describing real or imaginary events using words, audio or visuals 
(Akgün, Keskin, Ayar & Erdoğan 2015) to create meaningful or emotional connections with 
consumers (Escalas 2004).  
 
Storytelling is a powerful tool in marketing, communication, advertising, branding and 
management for persuading external and internal audiences (e.g., consumers and stakeholders) 
(Delgado-Ballester & Fernández-Sabiote 2016). Stories are valuable because they come with 
indices, which can be explained as touchpoints for story audiences’ lives that cause implicit (or 
explicit) awareness besides emotional connections and understanding (Woodside & College 
2010). Within story audiences’ minds, the concept of indices in stories is central to creating 
good stories; such indices can be locations, actions, decisions, attitudes or conclusions. ‘The 
more indices we have for a story that is being told, the more places the story can reside in 
memory… the greater the number of comparisons with prior experiences and hence the greater 
the learning’ (Schank 1999, p. 11).  
 
The perspective that information is retrieved from memory in an episodic format is a key 
principle underpinning storytelling. ‘Episodic’ means a story is structured in such a way that 
people can recall incidents, experiences and evaluations, and even summarise the nuances of 
person-to-person or person-to-brand relationships in specific contexts (Fournier 1998; Schank 
1990).  
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Watching, retrieving, and telling stories allow people to experience one or more archetypal 
myths (Holt 2004). An archetype is manifested as an unconscious primary form, a prototype 
or an original pattern in the human mind; it is a collective of unconscious forces that can affect 
– implicitly and/or explicitly – people’s beliefs, attitudes and behaviour (Wertime 2002). 
Archetypes by themselves are not outcomes; in storytelling, it is the engagement process with 
story archetypes that brings realisation and understanding (Woodside & College 2010). 
Similarly, brands play pivotal roles in allowing consumers to achieve various degrees of 
pleasure through mental and/or physical engagement with a specific archetype, and that enables 
consumers to relive the experience through periodically retelling a given story (Woodside & 
College 2010). ‘People need help in finding what makes them happy, and this is where 
marketing comes in’ (Bagozzi & Nataraajan 2000, p. 10). Brands can provide consumers with 
happiness through enabling consumers to enact stories with specific archetypal plots 
(Woodside & College 2010).  
 
It has been proposed that narrative theory enhances storytelling behaviour through enabling 
comprehension of story description, enactments and content. For instance, the narrative theorist 
Bal (1985, pp. 7–9) proposed a three-level division of narratives: fabula, story and text. For 
Bal, a fabula is a series of chronologically and logically related events, caused or experienced 
by actors; it is a deep (or abstract) structure of the text. The story level is the way the fabula is 
looked at, and comprises the traits or aspects peculiar to a given story. The text level is where 
language signs are used to relate a story.  
 
A storyteller needs to use essential elements and structure strategically to create a compelling 
story. A story should include a message, conflict, role distribution and action (Stern et al. 1998). 
A storyteller must include essential elements when producing a story: the plot (which frames 
the temporal sequence of the events), the characters (playing a role in the plot), the climax 
(which results from the modulation of the dramatic intensity of the plot), and the outcome (the 
end state of the plot), commonly derived from the characters’ resolution of an unfortunate event 
(Stern 1994; Green & Brock 2000; Phillips & McQuarrie 2010; Banerjee & Greene 2012; van 
Laer et al. 2013).  
 
Comprehending the possible dynamics of the story’s essential elements is critical for the 
storyteller; scholars in the field of storytelling and narrative transportation principally agree 
that telling stories is a valuable exercise for the storyteller on at least two levels (van Laer et 
al. 2013). At the personal level, stories represent a powerful device for framing a storyteller’s 
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experience (Gergen & Gergen 1988; Shankar et al. 2001; Thompson 1997) and consequently 
can influence his or her possibility of repeating the narrated experience and/or advising others 
(Moore 2012). At the market level, brand advertising, communication and consumer research 
all demonstrate examples of how companies-as-storytellers can gain advantage by telling 
stories to their current and prospective customers (van Laer et al. 2013). 
 
Amongst the elements of a well-told story is the expression of how and why life changes 
(Woodside 2010). Woodside illustrated that a story might commence with a situation in which 
life is relatively in balance (or implied to be in balance), or it could begin with a terrible disaster 
and move to achieve stability or resolution. McKee (2003) affirmed that not all stories contain 
dramatic flow (e.g., narrative that demonstrates chaos); although the audience of the story is 
likely to imagine a balance that existed earlier in stories that open with chaotic events. 
Screenwriters call events that throw life out of balance ‘inciting incidents’, and well-told stories 
incorporate them creatively; then, during the journey to restore balance, the story continues to 
demonstrate how the protagonist’s expectations crash in the face of uncooperative reality 
(Woodside 2010). Most great storytellers deal with such fundamental conflict between 
subjective expectation and cruel reality; they describe what it is like to deal with conflicting 
forces, call on the protagonist to work with scarce resources, dig deeper, take difficult decisions 
and actions regardless of potential risks, and ultimately uncover the truth (McKee 2003).  
 
Scepticism is an additional important principle of storytelling. Sceptics understand the 
differences between texts and subtexts and always work to learn what is really going on 
(Woodside & College 2010). A sceptical person hunts for the truth underneath the surface of 
life, thinking that the real thoughts and/or feelings are unconscious and unexpressed (Wilson 
2002). ‘The skeptic is always looking behind the mask’ (McKee 2003, p. 54).  
 
Story audiences ask several questions to make sense of a story; a compelling story anticipates 
and provides answers for such questions. What does the protagonist need to restore balance in 
his or her life? (Woodside & College 2010). ‘Desire is the blood of a story. Desire is not a 
shopping list but a core need that, if satisfied, would stop the story in its tracks’ (McKee 2003, 
p. 55). Then, the story audience asks, what is keeping the protagonist from achieving what is 
being desired? Forces within? Fear? Doubt? Confusion? Personal conflicts with lovers or 
friends? Social conflicts? The forces of Mother Nature? Lethal diseases in the air? Not enough 
time? Antagonists can come in the form of people, society, space, time, or a combination of 
these forces at once (Woodside & College 2010).  
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When story audience start to make sense of the story, they ask how the protagonist decides to 
act and pursue the actions needed to achieve the desired goal in the face of the story’s 
antagonistic forces. Answering the ‘how’ question, through exposing the choices the 
protagonist makes under pressure, reveals the truth about him or her (Woodside & College 
2010). The story protagonists learn about their unconscious essence through self-examination 
of their own behaviour (Wilson 2002).  
 
2.4 Brand Story 
 
One way to look at brands is as sets of complex stories (Brown et al. 2003; Bruner 1990). The 
brand story concept emerged as a significant marketing construct because it holds that 
consumers interpret their experiences with brands via narrative processing (Granitz & Forman 
2015; Huang 2010; Woodside 2010). ‘Many firms have added journalists, editors, and 
filmmakers to their staffs to create or find meaningful stories and present them in a compelling 
way’ (Aaker & Aaker 2016, p. 53). Due to its storytelling’s intellectual and emotional power, 
brands are increasingly using it as a central pillar in their market communications in ways that 
allow people to relate and think of brands in the form of stories (Carnevale, Yucel-Aybat & 
Kachersky 2018). A brand story is defined as ‘a company-designed story about the brand and 
consists of a plot, actors, causality, and temporality’ (Solja, Liljander & Söderlund 2018, 
p. 295). 
 
Marketers use stories to communicate with consumers and encourage consumer’s self–brand 
connections because they realise that story-formed situations encourage consumers to pay more 
attention and become more involved with their brands (Escalas 2004; Huang 2010; Papadatos 
2006; Woodside 2010). Individuals want to believe in myth and stories, and brands can play 
major roles in consumers’ lives through communicating brand values and what they stand for 
through stories; marketers can think of stories as frameworks in which their brands are 
embedded (Lundqvist et al. 2013). 
 
Brands use stories to convey information, and when brands act as storytellers, they have a better 
chance to communicate subjective and objective information, such as values, culture, and 
strengths and problems; within these narratives, new meaning is generated by mapping new 
stories onto stored memories (Schank 1990). A vital way in which a brand story builds a 
connection with its audience is through generating emotions such as happiness (a central 
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human motivation); people seek happiness, and when they are happy, they evaluate and engage 
with the brand more favourably (Carnevale, Yucel-Aybat & Kachersky 2018). Telling brand 
stories using persuasive storytelling techniques is a significant component of brand-building 
initiatives and brand strategy communications (Delgado-Ballester & Fernández-Sabiote 2016). 
 
Brand stories can convey information about brands’ founders and the evolution of brands, or 
they can portray characters interacting with the brands, consuming them enjoyably (Solja, 
Liljander & Söderlund 2018). Well-told stories about the brand’s origin have the potential to 
influence how consumer think about the brand (Brakus, Schmitt & Zarantonello 2009). Some 
studies have provided evidence of successful relaunch and reviving of long-abandoned brands, 
converting them into ‘retro’ brands through telling persuasive brand stories (e.g., Brown, 
Kozinets & Sherry 2003).  
 
A brand story embeds its brand in a framework that allows it to convey aspects of the brand’s 
founder, heritage, challenges, mission and values, and the emotional and functional benefits it 
offers (Fog et al. 2010). Telling a good brand story helps nurture brand meanings in consumers’ 
minds (Huang 2010). Brand stories contribute in adding favourable and unique associations to 
a brand in ways that increase the brand equity (Keller 1993; Wood 2000). Other studies find 
even short stories included on fast-moving consumer good (FMCG) packaging create positive 
impacts on consumers’ perceptions of product value, attitude and behavioural intention 
responses to the brand (e.g., Solja, Liljander & Söderlund 2018). 
 
Brand stories need to have some essential elements to make them more compelling to 
consumers. Brand stories contain plots, characters and outcomes, and they can build consumer 
awareness, comprehension, empathy and recall and give meanings to brands (Singh & 
Sonnenburg 2012). Because people interpret their experiences with brands via narrative 
processing, brand stories increase consumers’ interaction with the brand by enabling them to 
integrate their own experiences into the story (Escalas 2004). 
 
Audiences should be able to identify with the story’s characters, and its message should 
encourage them to regard the brand with a positive state of mind (Mosserg & Nissen 2006). 
Each brand story has to convey one main message (Fog et al. 2005), which is visibly focused 
so that it could be summarised in only one or two sentences (Twitchell 2004). There is a need 
for a conflict element to propel the story or a quest for restoring harmony (Fog et al., 2005). 
The solution to the conflict – with some drama – is the central message (Mosserg & Nissen 
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2006). It is crucial that the actions raise interest from the start and that the message is clear and 
concise. Compelling brand stories include an unexpected or unusual twist (Peracchio & Escalas 
2008). Lastly, the ending should be emotionally satisfying for the audience (Fog et al. 2005, 
Mossberg & Nissen 2006). Chiu, Hsieh and Kuo (2012) stated that authenticity, conciseness, 
reversal and humour are essential elements of a good brand story. Developing a brand story 
with familiar archetypes increases its chances of being interesting to its audience (Megehee & 
Woodside 2010). Table 2.4 highlights critical elements of well-developed brand stories. 
 
The literature shows that understanding concepts such as narrative processing, self–brand 
connections (SBCs) and narrative transportation can help marketers to build more interesting 
brand stories in the marketplace. Narrative processing enables meaning creation because of the 
narrative’s structure, which provides a relational and temporal organisation with a basis for 
causal inference (Escalas 2004, 2007). Time is arranged within narratives in an episodic format, 
which structures time into a beginning, middle and end (Bruner 1986). Because people 
naturally think in story-like form (Adaval & Wyer 1998; Bruner 1986; Shank 1990), Escalas 
(2004, 2007) believes that it is reasonable for consumers to interpret their exposure/experience 
with brands via narrative thought processes.  
 
Escalas (2004) proposed that narrative processing produces SBCs because people typically 
interpret the meanings of their experiences by appropriating them into stories. For instance, 
during an interaction with a brand communication (e.g., an advertisement) that tells a story, 
narrative processing creates a link between a brand and the self as the audience attempts to map 
the incoming narrative information onto stories in their memory. Marketers can influence the 
degree to which consumers form SBCs through leveraging their brand stories, conveying to 
consumers how brands fit into their lives. Escalas (2004) asserted that through the narrative 
meaning-making process, some brands become more meaningful and significant than others to 
their consumers, mainly by becoming connected to the consumers’ sense of self. 
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Table 2.4 Elements of well-developed brand stories 
Elements of 
brand story 
Description Examples of Authors 
Structured 
Indices 
Character(s), location(s), action(s), problem(s) and 
attitude(s) that cohere in the story 
Woodside (2010), Stein 
and Albro (1997) 
Plot 
Frames the temporal sequence of the events (e.g., 
rags to riches or overcoming the monster) 
Booker (2004), Stern 
(1994) 
Characters Entities who have roles in the plot 
Stern (1994), Van Laer et 
al. (2013)  
Outcome The end state of the plot 
Stern (1994), Van Laer et 
al. (2013) 
Main message 
A visibly focused message that can be summarised 
in a few words 
Fog et al. (2010), Twitchell 
(2004) 
Authenticity 
The quality of genuineness, reality, and truth, as 
assessed by the story audience 
Chiu et al. (2012), 
Beverland (2009) 
Conciseness Covering essential points in a few words 
Chiu et al. (2012), Boozer, 
Wyld and Grant (1991) 
Reversal 
Presenting a climax and turning point. The actions or 
emotions in the story take either a surprising twist or 
reach an unexpected intensity 
Chiu et al. (2012), Taylor, 
Fisher and Dufresne 
(2002) 
Humour 
Using puns, jokes, understatement or other methods 
to raise smiles or laughter among story audience 
Chiu et al. (2012), Alden, 
Mukherjee, and Hoyer 
(2000) 
Archetypes 
Forms/images of a collective nature that represent a 
typical human experience and define the personality 
of a brand, and give it a voice to express its story to 
the consumer (e.g., the hero or the creator) 
Delgado-Ballester and 
Fernández-Sabiote (2016), 
Megehee and Woodside 
(2010)  
Source: developed as part of the literature review of this study 
 
Narrative transportation is the ‘phenomenon in which consumers mentally enter a world that a 
story evokes’ (van Laer et al. 2013, p. 797). According to van Laer and colleagues, the coiner 
of the notion of ‘narrative transportation’ was Gerrig (1993), who used travel as a metaphor 
for reading and then conceptualised narrative transportation as a state of detachment from the 
story receiver’s world; the traveller becomes captivated by the story. 
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The narrative transportation theory suggests that once consumers lose themselves in a story, 
their behaviours and ways of thinking change to reflect that story (Green 2008). The mental 
state of narrative transportation explains why stories are powerful tools to persuade consumers 
(Gerrig 1993). Narrative transportation occurs when consumers experience changes in 
emotions due to receiving certain narratives, feeling empathy for the story characters and 
imagining the plot (van Laer et al. 2013).  
 
Research in the field of narrative transportation emphasises three features. First, narrative 
transportation necessitates that consumers process stories – the actions of receiving and 
interpreting (van Laer et al. 2013). Second, consumers transport into the story through two 
main components: empathy and mental imagery. Empathy suggests that consumers attempt to 
comprehend the experience of a story character to understand and feel the world in the same 
way (Slater & Rouner 2002). In mental imagery, consumers generate clear and lively images 
of the story plot and hence feel as though they are living the story events themselves (Green & 
Brock 2002). Third, when consumers transport into the story, they lose track of reality in a 
physiological sense (van Laer et al. 2013). Comprehending these three features allows brand 
marketers to construct better brand stories. 
 
The literature shows that transmedia storytelling has become an essential pillar of how 
practitioners communicate their brand stories in the market. Transmedia storytelling happens 
when the story elements are distributed across multiple media, each making a unique 
contribution to the whole. Delivering transmedia brand stories strengthens the bond between 
the consumer and the brand, as brand stories form connections, leading to positive attitudes, 
more entry points and higher purchase intention (Granitz & Forman 2015). Granitz and Forman 
argue that transmedia storytelling enhances consumers’ SBCs because distributing story 
elements across multiple media platforms reduces the complexity that can be found in some 
stories when brands convey them in a single medium.  
 
Transmedia storytelling constructs a world for the consumer by telling various parts of the 
story or various stories through boundary-less media (Long 2007). In the context of brand 
communication, transmedia storytelling differs from integrated marketing communication 
(IMC); Granitz and Forman (2015) explained that: 
Transmedia storytelling is similar to IMC in that it is told across multiple media 
and includes interactivity. It differs from IMC and interactive IMC in that it 
specifically focuses on a story and it does not tell the same story across different 
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media. (p. 43) 
 
Powerful and emotionally resonant brands are the result of multiple narrative representations 
through multiple venues (Diamond et al. 2009). Orchestrating brand stories by leveraging the 
transmedia storytelling concept can yield many benefits for brands, such as gaining a high level 
of consumer awareness, involvement, participation, empathy and comprehension of brand 
meanings, besides enabling consumers to create stronger SBCs (Granitz & Forman 2015).  
 
2.5 Justification for investigating brand story  
 
As the review of the literature presented above shows, various disciplines – sociology, 
psychology, management and marketing –acknowledge the power of stories (Gilliam & 
Flaherty 2015). Stories and storytelling are powerful tools used in marketing, communication, 
advertising, branding and management to persuade external and internal audiences Delgado-
Ballester & Fernández-Sabiote 2016). Using a brand for an extended period creates a state of 
brand love, giving the loved brand a vital position within consumers' identities and stories they 
share with others (Batra, Ahuvia & Bagozzi 2012). Evidence from the literature emphasises 
the importance of constructing a good brand story to enhance brand equity (Huang 2010). 
 
Previous research established the importance of brand stories in brand building across broad 
contexts (e.g., Brown et al. 2003; Thompson et al. 2006). Other studies investigated brand 
stories within organisations using for instance brand heritage with employees and at corporate 
level (e.g., Urde, Greyser & Balmer 2007) or the use of strategic stories by business leaders 
(e.g., Denning 2006). In the marketing literature, most brand story research focuses on 
investigating the persuasive effect of stories in the context of advertising and branding (Gilliam 
& Flaherty 2015). According to Lundqvist et al. (2013), most brand story research investigates 
story content in advertising (e.g., Stern 1994), story content in consumers’ blogs (Woodside et 
al. 2008; Hirschman 2010), or the consequences of using brand stories to sell products (e.g., 
Chang 2009). Solja, Liljander and Söderlund (2018) asserted that brand story studies conducted 
in an advertising context have focused on high-involvement goods such as cosmetics or fashion 
items, sports accessories, glasses and contact lenses, and electronic items (e.g., Chang 2009; 
Escalas 2004; Phillips & McGuarrie 2010). Research finds that firm-originated brand stories 
influence consumer behaviour toward the brand, and has encouraged researchers to study 
storytelling from the brand’s perspective (Lundqvist et al. 2013). 
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Previous authors have acknowledged the scarcity of research specifically about brand story and 
called for more empirical studies. For instance, Huang (2010) asserted that little research has 
directly addressed how the construction of a brand story can influence the brand image and the 
overall brand equity, and encouraged more studies in that area. Lundqvist et al. (2013) found 
that brand stories originating from brands are not widely investigated, but argued that a well-
developed story can embrace the fundamental brand values in ways better than traditional 
marketing communication, thus, storytelling deserves more attention and a more prominent 
position in the brand management literature. Solja, Liljander and Söderlund (2018) noted the 
scarcity of brand story studies performed on fast-moving and low-involvement goods. Gilliam, 
Flaherty and Rayburn (2013) argued that the use of storytelling as a means of communication 
in retail sales had not been comprehensively examined in the marketing literature. Even in the 
context of advertising, the kinds of stories which consumers perceive as persuasive are in need 
of more investigation (Carnevale, Yucel-Aybat & Kachersky 2018). Granitz and Forman 
(2015) indicated the existence of a paucity of research on the types of brand stories that 
consumers want to receive through their preferred media. 
 
More and more brands are interested in developing their knowledge of how consumers relate, 
prefer, bond with and love some brands more than others (Loureiro 2012). The scarcity of 
studies about stories originating from brands does not mean a lack of managerial interest on 
them, as the number of brands which realise the value of stories has increased, and many of 
them express their intention to utilise the art of storytelling in their brand communications 
(Lundqvist et al. 2013). The branding literature in the recent years has witnessed an increasing 
interest in understanding brand stories not just in advertising, but also as a vital element in 
managing and developing the brand strategy (Delgado-Ballester & Fernández-Sabiote 2016). 
 
Knowing that telling a brand story is important and knowing how to create an effective one are 
not the same thing (e.g., Kent 2015). There is a need to understand how marketers can construct 
compelling stories that maximise the influence of their brand communications (Gensler et al. 
2013). The literature lacks a unified conceptual model for the process and elements of 
developing brand stories in the market by contemporary brand practitioners involved in brand 
management decisions. Moreover, the literature shows a variety of perspectives on the brand 
story concept, yet lacks a coherent brand story definition from the perspective of brand 
management practitioners (or senior managers). Since the brand story concept is a company-
designed story about the brand (e.g., Solja, Liljander & Söderlund 2018), the processes behind 
its strategic development in the market are clearly a useful target for research. By exploring 
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and understanding the perspective of contemporary brand practitioners in the strategic 
development of their brand stories in the market, a systematic way of creating a high-quality 
brand story for creating better brand equity can be developed. 
 
After conducting a literature review to inform this study, the investigator developed the 
following three research questions to explore the brand story phenomenon. 
 
RQ 1: What is a brand story, as evidenced in the practice of global 
contemporary brand practitioners?    
RQ 2: What are the main processes global contemporary brand 
practitioners adopt to develop their brand stories in the 
marketplace? 
RQ 3: How do global contemporary brand practitioners evaluate their brand stories?  
  
The answers to these questions can guide brand practitioners wishing to integrate brand stories 
into their brand strategy and management efforts, as well as researchers wishing to understand 
the meaning, process of development and evaluations of brand story in practice. The answers 
will help future practitioners to enhance brand equity.  
 
As this study was exploratory and followed grounded theory methodology (explained in 
Chapter 3), the literature was revisited after data collection and analysis to position the findings 
(Chapters 4–8). Chapter 9 contains a review of additional literature that addresses the outcomes 
of this study. 
 
2.6 Summary 
 
This chapter presented a review of the literature that informed and influenced this study. It 
began by defining the word brand, reviewing aspects of how the brand meaning is created and 
what brand equity means. Then the review turned to the brand management approaches of three 
influential schools of thought in brand management – consumer-based, personality and 
relational approaches. All three approaches are highly relevant to this study of brand stories, 
as they view the brand as being cognitive construal and human, and regard the consumer as the 
pivotal point of brand management. 
Following sections offered reviews of the research on essence of stories, storytelling and brand 
story. Adopting brand stories in brand communication can enhance brand equity, but the 
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literature shows that the brand story concept has multiple meanings and most studies have 
focused on brand stories already in the market. To the best of the investigator’s knowledge, no 
researchers have reported the construction of brand stories by practitioners working within 
brands (i.e., the brand's internal world), or the process of developing, evaluating and managing 
a brand story. Above all, what a brand story means to practitioners is not clear in the literature. 
Hence, the investigator decided to explore the phenomenon further and developed three 
research questions to guide the research. 
 
The primary outcome of this study is a conceptual model that addresses the mindsets 
surrounding brand story meanings, contemporary strategies to create compelling brand stories, 
as well as strategic dimensions to consider when managing and evaluating the constructed 
brand story. It will make a highly significant addition to the marketing and brand management 
literature. The next chapter illustrates the study’s research design and methodology. 
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3 Chapter 3  Research Design and Methodology 
 
This chapter presents the methodological approach adopted in this research. It illustrates the 
research activities and the sequence in which they were performed. It explains the reasons for 
choosing the methods used to arrive at the findings. Ultimately, this chapter describes the 
journey taken to answer the research question.  
 
The methodology used in this research was exploratory and qualitative in nature. It was 
designed in accordance with Charmaz’s (2014) constructivist grounded theory approach. This 
approach is suitable for exploring and capturing the complex, problematic and relativist nature 
of the brand story topic. Moreover, grounded theory aids in the theory development process – 
a central objective of this study. 
 
The structure of this chapter is as follows: 
• section 3.1 explains the philosophical assumptions and stance of this study;  
• section 3.2 describes qualitative research in general and points out why and when 
researchers use it; 
• section 3.3 provides background on the grounded theory approach and its 
predominant versions; 
• section 3.4 illustrates the constructivist grounded theory adopted in this study; 
• section 3.5 details the research design of this study and its associated steps; 
• section 3.6 explains the process of data triangulation applied in this study; 
• section 3.7 clarifies how the investigator used NVivo (qualitative data management 
software) in the research; 
• section 3.8 demonstrates how the investigator dealt with preconceptions to create an 
original theory;  
• section 3.9 describes ethics considerations; and  
• section 3.13 summarises the chapter. 
 
3.1 Research Philosophy and Philosophical Stance  
 
Research philosophy refers to the use of beliefs and abstract ideas to inform a research project; 
it shapes how a researcher formulates a problem and its associated research questions to the 
topic of investigation and how a researcher adopts a research paradigm and methodology to 
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answer the identified questions (Creswell 2013). The philosophical stance taken in this study 
was social constructivism (frequently described as interpretivism – Denzin & Lincoln 2011); 
it is an interpretive framework used to address the adopted philosophical assumptions when 
conducting qualitative research (Creswell 2013). In a social constructivist framework, 
researchers seek an understanding of the world in which they live (Creswell 2013); such 
meanings are typically wide-ranging and multiple, leading researchers to embrace the 
complexity of opinions and perspectives rather than narrow their meanings into a few 
categories or ideas. Hence, social constructivist research depends heavily on participants’ view 
of the phenomenon under investigation. In addition, a constructivist approach acknowledges 
that the resulting theory is an interpretation, and that the developed theory depends strongly on 
the researcher’s view (Bryant 2002, Charmaz 2000, Clarke 2005).  
 
The investigator adopted a social constructivism philosophical stance, using a constructivist 
grounded theory approach, to explore ‘brand story’ as practised by experienced contemporary 
brand practitioners and therefore develop a theory grounded in the data. As indicated in Chapter 
1, the objective of this research was to create a theory (not to test one); the social constructivism 
framework aided the investigator to achieve it. Before elaborating further on the constructivist 
grounded theory approach adopted in this study, it is appropriate to review qualitative research, 
its processes and when to use them.  
 
3.2 Qualitative Research  
 
Qualitative research is a ‘research strategy that usually emphasises words rather than 
quantification in the collection and analysis of data’ (Bryman & Bell 2011, p. 386). Some 
critical reasons for conducting qualitative research include the nature of the research question 
– in this case, understanding meanings and/or people’s experiences; the need to explore areas 
about which little is known; and the desire to obtain intricate details about phenomena (e.g., 
feelings, thought processes and emotions) that are challenging to extract through quantitative 
methods (Strauss & Corbin 1998). Strauss and Corbin explained that qualitative research data 
may derive from interviews, observations, documents, images or films; data interpretation and 
organisation may include conceptualising and reducing collected data into categories, detailing 
properties and dimensions of categories, and making statements about relationships between 
categories. The study described in this thesis applied a qualitative approach (i.e., grounded 
theory) to explore the brand story concept in the context of brand management from the 
perspective of contemporary brand practitioners. There was a need to investigate meanings 
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(explicit and implicit) surrounding the brand story concept (which, as indicated in Chapter 2, 
is a critical area in the Marketing discipline that needs more research) – a difficult task to 
accomplish with quantitative approaches, especially when the investigator aimed to construct 
a theory and conceptual model rather than test one. As explained later in this chapter, the data 
were derived primarily from interviews and supported by organisational documents as a means 
of data triangulation. 
 
Qualitative research has a variety of approaches (e.g., ethnography, grounded theory, 
phenomenology or case studies), but Bryman & Bell (2011) summarised the major steps of 
qualitative research, irrespective of the adopted qualitative approach, as: creating a general 
research question, selecting relevant site(s) and subjects for the study, collecting relevant data, 
data interpretation, creating a relevant conceptual and theoretical framework, tightening the 
research question(s), deciding if further data collection is needed, and finally writing the 
research findings and conclusion (Figure 3.1). 
 
Figure 3.1 The main steps of qualitative research 
 
Source: adapted from Bryman and Bell (2011) 
 
In this study, the investigator started to formulate general research questions after beginning to 
read literature about brand stories and brand management. He developed preliminary ideas 
about the kinds of individuals who were suitable for this study, and that helped in understanding 
possible methods of data collection and the most suitable research approach. The investigator 
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selected grounded theory (discussed later in this chapter) as the most appropriate approach for 
this study. Grounded theory sheds light on how to conceptualise the theoretical work, when to 
seek further data and how to focus on answering the research questions.  
 
3.3 Grounded Theory  
 
A grounded theory approach is a qualitative research method that uses a systematic set of 
processes and procedures to produce an inductively derived, ‘grounded’ theory about a 
phenomenon (Charmaz 2006; Strauss & Corbin 1990). Grounded theory is the ‘generation of 
emergent conceptualisations into integrated patterns, which are denoted by categories and their 
properties’ (Glaser 2002, p. 23). Glaser asserted that such conceptualisation is accomplished 
through the rigorous steps of grounded theory intertwined with a constant comparison process 
(explained later in this chapter) designed to produce concepts from the collected data. A 
grounded theory approach offers its researcher a conceptual license; the researcher can use 
concepts generated from his/her data instead of using the concepts of others (Glaser 1998, 
2002). A grounded theory approach ‘operates under an interpretivist paradigm. The intention 
is to generate theory rather than arrive at an objective truth’ (Blythe 2007, p. 285). A researcher 
can use grounded theory to generate a theory where little is known or to offer a fresh 
perspective on existing knowledge (Goulding 1998). 
 
Barney Glaser and Anselm Strauss, the ‘fathers’ of grounded theory (Boychuk Duchscher & 
Morgan 2004; Goulding 1998), published the first work on the concept in 1967. After 
introducing grounded theory to the world Glaser and Strauss took divergent paths in developing 
its pragmatic use, but both agreed on its purpose: the discovery of enduring and authentic 
theory that is true to the nature of a research area, to make sense of the people studied, to 
provide relationships between concepts, and to guide future action (Boychuk Duchscher & 
Morgan 2004). 
 
A key idea in the grounded theory approach is that theory development does not come ‘off the 
shelf’, but rather is generated or ‘grounded’ in data from participants who have experienced 
the process (Strauss & Corbin 1998). Therefore, grounded theory is a qualitative research 
approach in which the inquirer develops an explanation (a theory) of a process, an action or an 
interaction shaped by the views of participants (Creswell 2013). This is consistent with a key 
aim of the current study – to conceptualise, create a theory and explain the brand story concept 
from the perspective of contemporary brand management practitioners. 
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Grounded theorists intend to move beyond description and to generate or discover a theory 
(Creswell 2013) or a ‘unified theoretical explanation’ (Corbin & Strauss 2008, p. 107) for a 
process or an action. A theory is an ‘explanation of something or an understanding that the 
researcher develops’ (Creswell 2013, p. 85). It is ‘a set of logically interrelated propositions, 
presented in a systematic way, which describe and explain social phenomena’ (Sarantakos 
1998, p. 10). Theorising is the ‘process of constructing alternative explanations until a ‘best ﬁt’ 
that explains the data most simply is obtained. This involves asking questions of the data that 
will create links to established theory (Goulding 1998, p. 52). A theory resulting from a 
grounded theory study can be explained (or presented) as a diagram, a discussion or a 
proposition (or hypotheses) (Strauss & Corbin 1998). In this study, the investigator viewed 
theory as an explanation of the brand story concept and the research findings at an abstract 
level, describing how various concepts emerged from the data analysis connect with each other 
from the perspective of brand practitioners. This is demonstrated in Chapters 4–8 and discussed 
with reference to the literature in Chapter 9. 
 
Predominantly, grounded theorists choose to focus on a process or action in their study that has 
distinct phases that occur over time;. This gives each grounded theory study the feature of 
‘movement’, which has its own actions that a researcher will try to explain; accordingly, 
grounded theory researchers seek to develop theories of their defined processes or actions 
(Charmaz 2014). Charmaz also stated that grounded theory commences with inductive data, 
including iterative strategies of moving back and forth between data and analysis, uses 
comparative methods, and keeps researchers in a state of continuous interaction and 
involvement with their data and associated emerging analysis. As opposed to hypothetical 
deductive approaches to data collection, grounded theory studies do not start with strong 
hypotheses; instead, they assume an exploratory approach (sometimes unstructured) to data 
collection and analysis (Graffigna & Gambetti 2015). Similarly, this study did not start with 
hypotheses and attempt to test them, rather it started with an exploratory journey guided by the 
three research questions highlighted previously. 
 
The literature contains more than one version of grounded theory, each with its own merits for 
tackling a research topic. The major versions are the original Glaser and Strauss (1967) version, 
the Strauss and Corbin (1990) concept, and the Glaser (1978, 1992) interpretation. In addition, 
Charmaz (2006) advocated for a constructivist grounded theory and Clarke’s (2005) version 
seeks to reclaim grounded theory from a positivist perspective. After reviewing the literature, 
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the researcher decided to adopt Charmaz’s constructivist grounded theory as the approach of 
this study; it is discussed below. 
 
3.4 Constructivist Grounded Theory  
 
The constructivist grounded theory approach is ontologically relativist and epistemologically 
subjectivist; it reshapes the researcher–participant interaction in the research process, 
empowering the notion of the researcher as an author. Constructivism is a ‘research paradigm 
that denies the existence of an objective reality’ (Mills, Bonner & Francis 2006, p. 26), 
‘asserting instead that realities are social constructions of the mind, and that there exist as many 
such constructions as there are individuals (although clearly many constructions will be 
shared)’ (Guba & Lincoln, 1989, p. 43). Constructivist grounded theorists deal with extant 
theories, critically ensuring that existing concepts earn their way into the research findings 
(Glaser 1967). 
 
In the year 2000, Kathy Charmaz emerged as the leading advocate of constructivist grounded 
theory (Mills, Bonner & Francis 2006). Charmaz (2014) explained her selection of the term 
‘constructivist’ as follows: 
I chose the term ‘constructivist’ to acknowledge subjectivity and the 
researcher’s involvement in the construction and interpretation of data and to 
signal the differences between my approach and conventional social 
constructionism of the 1980s and early 1990s. My position aligns well with 
social constructivists whose influences include Lev Vygotsky (1962) and 
Yvonna Lincoln (2013), who thus stress social constructivist view knowing and 
learning as embedded in social life. (p. 14) 
 
This study follows Charmaz’s (2014) constructivist grounded theory approach, in that the 
collcted data and analysis are developed from shared experiences and relationships with 
research participants, and the context of this study (i.e., brand story in the context of brand 
management) plays a major role in the theorising process (e.g., Lee 2015).  
 
A constructivist grounded theory approach gives priority to the studied phenomenon and views 
both data and analysis as created from mutual experiences and relationships with participants 
and other sources of data (Bryant 2002, Charmaz & Mitchell 1996). Constructivists study ‘how 
– and sometimes why – participants construct meanings and actions in specific situations’ 
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(Charmaz 2014, p. 239). While a constructivist grounded theory theorises the interpretive work 
of research participants, it also acknowledges that the resulting theory is an interpretation 
(Bryant 2002; Charmaz 2000). Consequently, the theory ‘depends on the researcher’s view; it 
does not and cannot stand outside of it’ (Charmaz 2014, p. 239).  
 
The fundamental assumptions of constructivist grounded theory are: multiple realities exist; 
mutual data construction must occur through interaction; the researcher is the one who 
constructs categories; the researcher’s priorities and actions affect his or her views; and there 
are many possible representations of data (Charmaz 2014). These assumptions helped in the 
investigator’s theory development process, widening his way of thinking to more than one 
reality behind each research participants’ statements. The investigator chose which 
category/idea was suitable for this research based on the research aim. 
   
Charmaz (2014) indicated that the primary objectives of constructivist grounded theory are to 
view generalisations as partial, conditional and situated in time, space, position, action, and 
interactions. Charmaz asserted that constructivist grounded theory also aims for an interpretive 
understanding of historically situated data with acknowledgment of variation, and most 
importantly, seeks to create a theory that has credibility, originality, resonance and usefulness. 
Furthermore, constructivist grounded theory acknowledges subjectivities throughout data 
analysis: it views co-constructed data as beginning the analytic direction, it engages in 
reflexivity throughout the research process, it seeks and (re)represents participants’ views and 
voices as integral to analysis (Charmaz 2014).  
 
Creswell (2013) stated that Charmaz’s (2006) philosophy of constructivist grounded theory 
lies squarely within the interpretive approach to qualitative research. It involves flexible 
guidelines; a focus on theory development through relying on the researcher’s view; learning 
from the research experience; finding tacit networks, situations, and relationships; and making 
aspects such as hierarchies of power, communication and opportunity visible to readers. 
Creswell also pointed out that Charmaz’s approach advocates the use of active codes, such as 
gerund-based codes (e.g., recasting life), distinguishing it from other grounded theory scholars. 
 
In grounded theory, when building on data analysis (especially data gained from interviews), 
scholars like Miczo (2003) and Yanos and Hopper (2008) advocate the idea that theoretical 
plausibility trumps the accuracy that many qualitative researchers pursue. Grounded theorists 
focus more on whether interview statements are theoretically plausible than if the research 
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participants have fabricated those statements, as the grounded theory approach aims to make 
patterns in the research data visible and understandable, and collecting data with deep and 
broad attention to the emerging categories and concepts strengthens the precision and 
theoretical plausibility of the analysis (Charmaz 2014). Likewise, during the data analysis 
stage, the investigator focused on building the findings based on the plausibility of the research 
participants’ statements. 
 
During the data gathering process, the investigator heard research participants mention points 
during their interviews that reinforced and crystallised points mentioned by other participants. 
This is what Charmaz (2014) referred to as ‘one fragment of data gains theoretical plausibility 
precisely because it provides a way of understanding many more situations you have 
encountered, including both statements and silences’ (p. 90). This idea, along with attention to 
emerging categories and concepts, directed the analysis towards unexploited territories with 
respect to brand stories in the context of brand management. 
 
3.5 Research Design 
 
The research design is the plan for conducting the study; it is the entire research process, from 
conceptualising a problem to writing research questions, and on to data collection, analysis, 
interpretation and report writing (Bogdan & Taylor 1975). Research design ‘is the logical 
sequence that connects the empirical data to a study’s initial research question and, ultimately, 
to its conclusions’ (Yin 2009, p. 29). This study sought to generate a theory and conceptual 
model rather than test existing ones. It was a theory development journey aimed at exploring 
and understanding meanings of the brand story concept, and the strategies contemporary brand 
practitioners adopted to develop and evaluate them.  
 
As noted previously, the design of this study followed Charmaz’s (2014) constructivist 
grounded theory approach and processes. Figure 3.2 shows a visual representation of 
constructivist grounded theory research design and primary process. 
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Figure 3.2 Research design following a constructivist grounded theory approach 
 
Source: adapted from Charmaz (2014, p. 18) 
 
The investigator used Charmaz’s (2014) proposed grounded theory construction research 
design to guide the theory development journey of this study. Following such design, he 
applied simultaneous data gathering and analysis in an iterative process, as opposed to 
gathering data in one stage and analysing at a later stage. This study utilised comparative 
methods on data during the research journey to construct conceptual categories (at an abstract 
level) through systematic analysis and theoretical sampling, which helped the investigator to 
construct his own theory instead of describing current theories. In their research, and after 
reviewing the work of Straus and Corbin (1990, 1994, 1998) and Charmaz (1995, 2000), 
Boychuk Duchscher and Morgan (2004) stressed that the three crucial elements to theory 
building in a grounded theory study are initial and focused (or advanced) coding, memo-writing 
and theoretical sampling. These elements and those indicated in Figure 3.1 are illustrated in 
detail in the following sections and subsections, alongside text highlighting how the 
investigator applied each step of the process to this study. 
 
3.5.1 Research Questions  
 
The extensive literature review presented in Chapter 2 allowed the investigator to form the 
following research questions (also highlighted in Chapter 1):  
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RQ 1: what is a brand story, as evidenced in the practice of global 
contemporary brand practitioners?    
RQ 2: What are the main processes contemporary brand practitioners 
adopt to develop their brand stories in the marketplace? 
RQ 3: How do contemporary brand practitioners evaluate their brand stories?  
 
These three research questions guided the exploratory journey of this study. Each research 
question forms a theme in this study (total of three themes), and each has categories and 
subcategories. Chapters 4, 5 and 6 use the findings of this study to answer the three research 
questions respectively and demonstrate the theory and conceptual model of this study. Chapters 
7 and 8 offer extra support to the findings through data triangulation using organisational 
documents (section 3.6 explains the data triangulation process methodology of this study).  
 
Researchers design their studies using grounded theory approaches for different reasons. 
Creswell (2013) explained that the predominant reason for designing a grounded theory study 
is lack of a substantial theory to explain or understand a process of concern. The literature may 
contain models or frameworks constructed and tested on samples and/or populations other than 
those of interest to the researcher, or frameworks that do not address the variables or categories 
under investigation. In addition, Creswell emphasised that grounded theorists recognise that 
the main outcome of a study is a theory that is constructed on the basis of a central phenomenon, 
causal conditions, strategies, contexts and consequences.  
 
Likewise, this study employed a grounded theory approach because the investigator concluded 
that there were no substantial extant theories to explain the strategic development of brand 
story from the perspective of contemporary brand practitioners (as expressed in Chapter 1). 
The literature review (Chapter 2) indicates that other brand story frameworks and theories are 
available, but most are constructed from an advertising literature point of view rather than a 
brand management point of view. The construction of theory using grounded theory methods 
depends on a systematic analysis of data to theorise what is happening in that situation, 
resulting in a theory that is grounded in evidence instead of one constructed from existing 
conceptual models and frameworks (Gasson & Waters 2013).  
 
 
 41 
3.5.2 Gathering rich data  
 
Obtaining rich data means pursuing ‘thick’ description (Geertz 1973); this can mean writing 
extensive notes on field observations, gathering respondents’ written personal accounts, 
finding relevant documents, and/or compiling detailed narratives (e.g., from recorded interview 
transcription). Qualitative researchers can insert new pieces into their research puzzle while 
gathering data or even during analysis (Wasserman & Clair 2011). Conduction of a high-
quality and credible study depends strongly on the nature of the gathered data (Bryman & Bell 
2011, Charmaz 2006, Creswell 2013). In the current study, interviewing experienced senior 
managers with global backgrounds who make brand management decisions in their daily lives 
produced rich and high-quality data, and data triangulation using internal and external 
organisational documents offered new data pieces that increased the credibility of the overall 
findings (see Figure 3.3). 
 
Figure 3.3 Types of data involved in this study 
 
 
During the data gathering journey, the investigator evaluated the richness and sufficiency of 
the data by asking questions such as: was sufficient background about participants collected? 
Do the data contain detailed descriptions of the multiple perspectives of the research 
participants? Do the data help in disclosing what lies beneath the surface? Do the data help in 
constructing analytic categories? (Charmaz 2014). These questions helped in evaluating the 
data saturation status of this study (discussed in detail in section 3.5.4). 
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3.5.3 Interviewing Process 
 
This section outlines how the investigator went about recruiting and interviewing research 
participants. It starts with an illustration of preparation for the intensive interviews, then depicts 
the process of developing the interview guide and the interview process itself, and describes 
the eligibility criteria and recruitment of research participants for data collection. 
 
3.5.3.1 Preparation for the Intensive Interviews  
 
Intensive (or in-depth) interviews with brand practitioners were the fundamental source of data 
for this study. Intensive interviewing means ‘a gently guided, one-sided conversation that 
explores a person’s substantial experience with the research topic’ (Charmaz 2014, p. 56). After 
defining the area of investigation (brand story), a plan was designed to interview GCBPs whose 
experiences could illuminate aspects of the brand story topic under investigation. The 
investigator sought to generate a largely one-sided conversation guided by the three research 
questions, with minimum interruptions or even hints of what to expect as an answer, giving the 
research participant freedom to speak freely about what came to their minds in response to the 
interview questions. Such practice facilitated open exploration of participants’ substantial 
experience with brand stories (or at least, what they believed a brand story to be).  
 
Based on Charmaz’s (2014) guidelines for intensive interviewing, the investigator selected 
research participants with first-hand experience of brand story; perused an in-depth exploration 
of participants’ experiences, perspectives and meanings with respect to brand story; utilised 
open-ended questions; and asked follow-up questions on unanticipated areas of inquiry, hints, 
and implicit views and accounts of actions. The next section highlights the interview guide 
development process. 
 
3.5.3.2 Interview Guide 
 
An interview guide was created as part of the process of intensive interview preparation. The 
interview guide (Appendix 1) was progressively revised between each interview to cope with 
the emergent insights, facilitating more exploration of participants’ perceptions, sensitivities, 
and expectations. The investigator treated the interview guide as a flexible tool that could be 
revised and adjusted during the research journey (Charmaz 2014).  
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Charmaz emphasised the importance of interview guide development for both new and 
experienced researchers. Constructing an interview guide helps the former to consider various 
kinds of questions, assisting them in fulfilling their research objectives. It helps the latter to 
maintain a focused mind for each new project.  
Conducting interviews without constructing a guide may seem like a better 
solution for engaging the interview participant in a spontaneous conversation. 
Ironically, however, novices who try it frequently become anxious, miss places 
to follow leads, ask loaded questions, and may impose their preconceived 
interests on the interview. (Charmaz 2014, p. 64) 
 
Constructing the interview guide prepared the investigator for conducting the interviews. 
Continuous update of the interview guide helped in fine-tuning the interview questions and 
allowed for a better grasp of how and when to ask questions during the conversation. Even 
though the investigator did not strictly follow the interview guide during each interview, its 
preparation (and update) smoothed how and when each question was asked.  
 
3.5.4 Participant Recruitment and Data Saturation 
 
The interviewing process of research participants and its associated transcripts provided the 
primary raw data for this study, which were analysed using the grounded theory approach based 
on Charmaz’s (2014) version. Keeping in mind the contemporary interconnected world while 
seeking to develop a wide coverage of the brand story phenomenon, it was essential to engage 
participants from different brands/industries, senior positions and countries (e.g., Hanna & 
Rowley 2013; Morgan & Dennehy 1997).  
 
The participant selection criteria were: direct influence on his/her brand’s management 
decisions determined by job title/position; working (or worked) with a well-known global 
brand (or brands); and a minimum of five years of practical experience. Those criteria were 
discussed and agreed upon by the investigator and his research supervisors before the 
interviewing began. The investigator and the supervisory team assumed that a manager with 
five years of practical experience had gained ample job experience that would qualify him/her 
to provide adequate insights and information. Another assumption in the recruitment of 
participants is that well-known and international brands are generally large corporations with 
a strong business foundation and business principles and working for such brands contribute 
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to the idea that a manager working within these brands is highly qualified and experienced in 
his/her job.  
 
Accordingly, the investigator recruited participants from Australia, France and Saudi Arabia. 
and from manufacturing, retailing, business services and the not-for-profit sector. The 
participants held senior positions such as managing director, marketing director, marketing 
communication director, and brand manager. See Table 3.1 and 3.2 for participants profiles 
and brand types. To maintain the participants’ anonymity, they are referred to as Key Informant 
1 (KI1) and so on. Similarly, the actual names of the brands they worked with are replaced 
with ‘Brand Nature’ in Table 3.2.  
 
Table 3.1 Key Informants’ Profiles 
Key 
Informant 
Years of 
Experience  
Position 
Location of 
Interviewee 
Month of 
Interview 
Length of 
Interview 
(in Minutes)  
Method of 
Interview 
1 9 Brand Manager  
Jeddah, Saudi 
Arabia 
Apr 2015 123 Face-to-Face 
2 17 Managing Director 
Melbourne, 
Australia 
May 2015 76 Face-to-Face 
3 20 Managing Director 
Melbourne, 
Australia 
Jun 2015 64 Face-to-Face 
4 15 Marketing Director  
Melbourne, 
Australia 
Jun 2015 58 Face-to-Face 
5 25 Managing Director Paris, France Jun 2015 89 Telephone  
6 10 
Trade Marketing 
Manager 
Jeddah, Saudi 
Arabia 
Dec 2015 113 Face-to-Face 
7 14 Managing Director 
Jeddah, Saudi 
Arabia 
Dec 2015 63 Face-to-Face 
8 12 Marketing Director  
Jeddah, Saudi 
Arabia 
Jan 2016 59 Face-to-Face 
9 9 Marketing Director  
Jeddah, Saudi 
Arabia 
Jan 2016 59 Face-to-Face 
10 9  Senior Art Director 
Melbourne, 
Australia 
Jul 2017 92 Face-to-Face 
11 31 Managing Director 
Melbourne, 
Australia 
Aug 2017 79 Face-to-Face 
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12 22 
Marketing 
Communication 
Director 
Paris, France Aug 2017 74 Telephone  
13 19 
Head of Sales 
Department 
Paris, France Sep 2017 67 Telephone  
Source: Developed from this research 
 
Table 3.1 shows that the minimum number of years of experience among participants was nine 
and the maximum 31; the average was 17½ years of experience. Among the 13 participants, 
three were women (KI4, KI12 and KI13) and the rest men. The minimum educational level 
amongst the participants was a Bachelor’s degree, and four had Master degrees (KI2, KI3 and 
KI10). Participants were Australian (KI2, KI3, KI4 and KI11), Canadian (KI10), French (KI5, 
KI12 and KI13) and Saudi Arabian (KI1, KI6, KI7, KI8 and KI9). Participants were offered no 
incentives except receipt of the final insights and managerial recommendations.  
 
All participants were contacted first by email, followed by phone calls (when they responded 
positively to the emails) to confirm their willingness to take part in the research and arrange a 
time for interview. The interviews were conducted in quiet locations chosen by the participants 
(mainly meeting rooms within their offices) between April 2015 and September 2017. The 
researcher travelled from Australia to Saudi Arabia twice to interview KIs 1, 6, 7, 8 and 9 in 
Jeddah; KIs 2–4 and KIs 10 and 11 were interviewed in Melbourne, Australia. All interviews 
were conducted face-to-face, except for those with KIs 5, 12 and 13 who participated via 
telephone from Paris. 
 
Interviews lasted an average of 78 minutes. All participants consented to be recorded via a 
digital recorder. Interviews were transcribed verbatim and resulted in 148 A4 12pt 1.5-spaced 
pages of text. All recordings were transcribed by the investigator to increase data engagement 
and to enable the addition of more notes and memos to the analysis.  
 
Table 3.2 shows the brands types of research participants involved in this study, organised in 
the same order as the key informant profiles in Table 3.1. The investigator purposely conducted 
only one interview per brand to widen coverage of the area of investigation, and the overall 
variety of participants in this study allowed the investigator to sample a multiplicity of 
experiences that are prototypical and significant for various industries, as well as different 
among themselves, hence developing deeper understanding of the research objectives (e.g., 
Graffigna & Gambetti 2015).  
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The participant selection process followed the theoretical sampling criteria of the grounded 
theory approach. Strauss and Corbin (1990) defined theoretical sampling as ‘sampling on the 
basis of concepts that have proven theoretical relevance to the evolving theory’ (p. 176). Of 
the 13 participants, only KI1, KI5 and KI6 were known on a professional basis to the 
investigator. Hanna and Rowley (2013) demonstrated in their study that this form of 
participants recruitment shows a pragmatic approach to sampling that reflects the realities and 
constraints of a study of this nature. Additionally, and during the research journey, the 
investigator used snowball sampling to recruit additional participants; this mean that once 
interviewed, the investigator asked each participant whether he/she knew of any others with 
the characteristics required for the study (e.g., Kim, Eves & Scarles 2009). 
 
Table 3.2 Brands Types of Key Informants 
Brand 
Number 
Industry Brand Nature 
Brand 
Country of 
Origin 
Brand Decade of 
Establishment 
1 
Manufacturing & 
Retailing 
Global Beauty Brand 
(Cosmetics, Skincare, Bath, Body, 
and Nutrition Products) 
France 1950s 
2 Business Services 
Marketing Strategy 
Consultancy 
Australia 2000s 
3 Business Services 
Marketing Strategy 
Consultancy 
Australia 1990s 
4 
Non-For-Profit 
Service 
Organisation 
Community Service 
Organisation 
Australia 1960s 
5 
Manufacturing & 
Retailing 
Global Beauty Brand 
(Cosmetics, Skincare, Bath, Body, 
and Nutrition Products) 
France 1950s 
6 Manufacturing 
Market Leader in one of the 
FMCG Categories 
Saudi Arabia 1960s 
7 Business Services  Creative Design Agency Saudi Arabia 2000s 
8 Manufacturing 
Market Leader in one of the 
FMCG Categories 
Saudi Arabia 1960s 
9 
Manufacturing & 
Retailing 
 Market Leader in the 
Automotive Lubricants 
(Engine Oil and Lubricants) 
Saudi Arabia 1960s 
10 Business Services  Creative Design Agency 
United State 
of America 
2000s 
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11 Business Services Creative Design Agency Australia 1980s 
12 
Manufacturing & 
Retailing 
Global Beauty Brand 
(Cosmetics, Skincare, Bath, Body, 
and Nutrition Products) 
France 1950s 
13 Manufacturing 
Global Beauty Brand 
(Cosmetics, Skincare, Bath, Body, 
and Nutrition Products) 
United State 
of America 
1950s 
Source: Developed from this research 
 
Guest, Bunce and Johnson (2006) conducted a lengthy study to find the optimum number of 
interviews grounded theory researchers need, concluding that 12 interviews sufficed for 
theoretical saturation (the ‘point at which gathering more data about a theoretical category 
reveals no new properties nor yields any further theoretical insights about the emerging 
grounded theory’ (Charmaz 2014, p. 345). Hanna and Rowley (2013) stated that various 
qualitative researchers believe that saturation in grounded theory studies can happen in as few 
as six interviews. In this study, theoretical saturation with respect to the emergent and chosen 
concepts was judged to have occurred after interviewing the 13th participant.  
 
3.5.5 Grounded Theory Coding Logic 
 
The coding process in a grounded theory study is a critical analytic turn; as Charmaz (2012) 
noted, the ‘power of grounded theory begins with coding’ (p. 4). Coding means labelling 
segments of data to categorise and summarise it; ‘grounded theory coding is the process of 
defining what data are about’ (Charmaz 2014, p. 111). A grounded theory code ‘sets up a 
relationship with your data, and with your respondents’ (Star 2007, p. 80). Constructivist 
grounded theory coding involves codes of statements, actions, documents and events. Such a 
coding process breaks the data into their components and defines related actions that constitute 
them; enabling the investigator of this study to find connections between gathered data 
(Charmaz, 2012). As noted already, grounded theory research requires simultaneous and 
integrative data collection, analysis, and conceptual theorising from the beginning of the 
research journey (Boychuk Duchscher & Morgan 2004); coding ‘starts the chain of theory 
development’ (Charmaz 2000, p. 515). 
 
After the first interview, the investigator began to separate, sort and synthesise the data through 
grounded theory coding, which required labelling each segment of data to depict its possible 
meanings. This subsequently enabled data filtration and organisation, which gave the 
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investigator an analytic handle with which to compare constructed segments of data. Charmaz 
(2014) described coding as the pivotal link between collecting data and developing an emergent 
theory explaining these data. Charmaz argued that careful attention to coding enables a 
researcher to start weaving two major threads in the grounded theory fabric: generalisable 
theoretical statements that transcend specific times and places, and contextual analyses of 
actions and events. 
 
The investigator applied the two phases of the constructivist grounded theory coding: initial 
and focused coding. The former involves naming each word, line, or segment of data, the latter 
encompasses the use of the most significant and/or frequent initial codes to sort, integrate, 
synthesise and organise large amounts of data (Charmaz 2014). These two phases of coding 
are explained next. 
 
3.5.5.1 Initial Open Coding Phase  
 
Initial (or open) coding starts with the examination of data lines (or set of lines) naming the 
events or action found within; it is a microanalysis that forces the fracturing of the substantive 
(specific subject area) data. Initial coding is an unrestricted stage of the grounded theory 
process and it is provisional and tentative, bringing a multitude of codes to the analysis stage 
that will later be grouped, reorganised and reordered into a whole model or theory (Boychuk 
Duchscher & Morgan 2004). The initial open coding phase comprises a close reading of and 
engagement with the data. Throughout the initial coding process, the goal is to remain open to 
all imaginable theoretical directions indicated by readings and engagement with the collected 
data (Charmaz 2014).  
 
The investigator followed the grounded theory guidelines by remaining open to exploring 
whatever theoretical possibilities could be discerned in the data. During the initial coding stage, 
the investigator applied the following questions (which grounded theorist typically use): 
• What is this data a study of? (Glaser 1978; Glaser & Strauss 1967) 
• What do the data suggest? Pronounce? Leave unsaid? And from whose point of view? 
(Charmaz 2014) 
• What theoretical category does this specific datum indicate? What is actually happening 
in the data? (Glaser 1978) 
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Answering the above questions with each data line helped the investigator to develop a wide 
range of codes that reflect what was happening in the data and what resided beneath the surface 
of each statement. The coding was kept simple, direct and spontaneous, defining potentially 
significant elements in the data and describing the investigator’s interpretation of what was 
happening (Charmaz 2014). Glaser (1992) stated that after completing the initial coding stage, 
researchers ‘must trust that emergence will occur and it does’ (Glaser 1992, p. 4). Accordingly, 
the investigator trusted the grounded theory process and guidelines and moved later to the next 
stage of coding (focus coding). 
 
Initial coding moved the investigator toward fulfilling two primary criteria of the grounded 
theory analysis: fit and relevance. As Charmaz (2014) asserted, grounded theory researchers 
attempt to fit the empirical world when they develop codes and construct them into categories 
that crystallise participants’ experience. Likewise, researchers’ studies have relevance when 
they specify an incisive analytic framework that translates what is happening and reveals 
relationships between implicit processes and structures. 
 
Grounded theorists can code line by line, paragraph by paragraph, incident by incident, or story 
by story (Charmaz 2012). Charmaz advocated line-by-line coding since the start of the research 
as a heuristic device, especially for interview data. Line-by-line coding means ‘labelling each 
line of data. This type of coding helps us to see our data anew’ (Charmaz 2012, p. 5). Following 
Charmaz’s advice, the investigator adopted line-by-line coding (for the initial and later for the 
focused coding) from the first interview, which enabled the emergence of codes worth 
exploring for each subsequent interview. Line-by-line coding helped in shaping the interview 
question (and later in the data triangulation process using organisational documents).  
 
During the coding process (initial and focused coding), the investigator used the grounded 
theory’s gerund technique (when possible) to label/code each process and action (e.g., using 
gerunds such as ‘creating’ instead of ‘creation’, or ‘describing’ instead of ‘description’) 
(Charmaz 2012, 2014). Glaser (1978) asserted that coding with gerunds helps researchers 
detect processes and be faithful to the data. Charmaz (2014) clarified that the researcher’s 
imagery changes when he/she follows gerunds in contrast to their noun forms; researchers gain 
a strong sense of action and sequence, gaining a new perspective on the data.  
 
Combining grounded theory line-by-line coding with the gerund technique enabled the 
investigator to discover new and hidden meanings behind various participants’ statements. 
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Charmaz (2014) regarded the combination of grounded theory coding and gerunds as a 
heuristic device that brings the researcher into his/her data, increasing the interaction level 
between them (i.e., researcher and data) and enabling study of every fragment. The 
combination of techniques helped the investigator to define implicit meanings and actions, 
providing unexpected directions to explore, new comparisons between data, and 
recommending emergent links between processes in the data.   
 
Following Charmaz’s (2014) constructivist grounded theory approach, the initial analysis of 
research participants’ interviews, consisting of intensive line-by-line coding of each interview 
transcript, produced 1509 initial open codes. Data were coded as actions and processes instead 
of applying pre-existing categories, meaning the researcher sought words and phrases that 
reflected actions and meanings (implicit or explicit). At a later stage, those initial codes were 
reduced to a smaller number of focused codes that formed major categories and subcategories 
by utilising the comparative methods of grounded theory (discussed in section 3.5.6). 
 
In addition, the investigator engaged in a parallel exercise of coding the codes (i.e., coding the 
initial codes) to uncover more profound ideas or issues. Charmaz (2014) suggested that by 
coding the codes, a researcher can push him or herself to look for patterns and think more 
analytically while maintaining interaction with the data and its derived codes. Table 3.3 shows 
an example of the initial coding stage. Appendix 2 shows an example of an interview transcript.  
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Table 3.3 Examples of initial coding
 
Source: developed from this research  
 
3.5.5.2 Focused Coding Phase 
 
The rationale behind focused coding is to use the most significant and/or frequent initial codes 
to filter and analyse larger amount of data. It requires decisions about which initial codes make 
the most analytical sense, allowing data to be categorised precisely and completely; it can also 
mean (re)coding initial codes (Charmaz 2014). Focused codes advance the theoretical direction 
in grounded theory studies; such codes are more conceptual than many initial word-by-word, 
line-by-line, or incident-with-incident codes (Glaser 1978). Charmaz (2014) stressed that 
theoretical integration in grounded theory studies begins with focused coding that proceeds 
through most subsequent analytic steps. 
  
The investigator utilised focused coding to synthesise, analyse and conceptualise larger 
segments of data. Focused coding also helped in pinpointing and developing prominent codes, 
which were used to form links with other batches of data. Focused coding assisted the 
investigator in creating ideas about brand story (especially about brand story meanings) that 
many participants drew on during their brand management decisions but in the absence of a 
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holistic conceptualised model about conveying the brand story meaning strategically to their 
audiences. Consequently, using grounded theory’s focused codes led the investigator in 
unanticipated directions and towards developing rigorous tentative categories that served in the 
construction of the conceptual framework of this research.  
 
Constructivist grounded theory indicates that an essential goal of focused coding is to 
determine the adequacy and conceptual strength of initial codes. Accordingly, the investigator 
evaluated initial codes and compared them with data to distinguish codes with greater analytic 
power; this entails comparing codes and thinking about the ones that may be promising 
tentative categories. Comparing codes intensified the investigator’s sense of the direction the 
analysis was going and clarified the theoretical centrality of specific ideas (Charmaz 2014). 
 
During the research journey, the investigator followed Charmaz’s (2014) question list to 
identify the initial codes that could serve best as focused codes: 
• What is found when initial codes are compared with data? 
• In which ways might initial codes reveal patterns? 
• Which of these codes best account for the data? 
• Has the researcher raised initial codes to focused codes? 
• What do the comparisons between codes indicate? 
• Do the developed focused codes reveal gaps in the data? 
 
Moving toward focused coding was not a linear process, because in some cases, respondents 
or gaps make explicit what was implicit in earlier statements, interviews or events. 
Accordingly, the investigator returned many times to transcripts of interviews with earlier 
respondents and investigate topics that had been glossed over, unstated, or may have been too 
implicit to distinguish at the beginning of the analysis (Charmaz 2014; Glaser 1978). 
 
In this study, the investigator used the focus coding process to produce 84 tentative codes and 
areas that could direct the investigation instead of the initial 1509 open codes. At a later stage, 
using the constant comparative method (discussed next), those tentative focus codes were 
grouped to form nine higher-level groups of tentative concepts, ideas, and areas, which formed 
the basis of the conceptual model that is introduced in the findings chapters (Chapters 4, 5 
and 6).  
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3.5.6 Using Constant Comparative Methods  
 
Grounded theory researchers use constant comparative methods at each stage of the data coding 
process to establish analytic differentiation and therefore make comparisons at each level of 
analytic work (Glaser & Strauss 1967). Constant comparative analysis is a crucial strategy in 
integrating the emerging codes of the research and in theory creation, irrespective of the 
researcher’s philosophical orientation (Boychuk Duchscher & Morgan 2004). The comparative 
method entails that the researcher continuously compares data with other data (Charmaz 2014). 
Therefore, grounded theorists ‘compare data with data, data with codes, codes with codes, 
codes with categories, and their finished analyses with relevant theoretical and research 
literatures’ (Charmaz 2012, p. 4).  
 
The investigator continually compared data to find similarities and differences during each 
stage of the analysis. Constant comparison was performed across the data analysis and coding 
phases. For example, the investigator compared statements and events within the same 
interview, then compared those with statements and events in subsequent interviews. 
Sometimes comparisons entailed going back and forth between interviews. The investigator 
repeatedly compared data from earlier and later interviews to contrast and match interpretations 
of events at different times and locations. 
 
3.5.7 Theoretical Coding 
 
Theoretical coding is an advanced level of coding which comes after the focused coding stage. 
Theoretical coding conceptualises the relationships between codes to create an integrated 
theory based on the research data (Glaser 1987, p. 72). Theoretical coding also means ‘applying 
a variety of analytic schemes to the data to enhance their abstraction’ (Stern 1980, p. 23). The 
purpose of theoretical codes is to help researchers theorise their data and focused codes; they 
are meant to be integrative and emergent from the focused codes. Thus, theoretical codes move 
the analytic story in a theoretical direction, as well as underlie substantive codes showing 
relationships between them, instead of replacing the constructed substantive codes with new 
ones constituting a researcher’s proposed theory (Charmaz 2014). 
 
Adopting a theoretical coding strategy meant the investigator did not have to adopt axial 
coding. Glaser (1978) argued that theoretical codes ‘weave the fractured story back together’ 
(p. 72); Charmaz (2014) stated ‘my approach differs from axial coding in that my analytic 
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strategies are emergent, rather procedural applications. The subsequent categories, 
subcategories, and links reflect how I made sense of the data’ (p. 148). As this study followed 
Charmaz’s (2014) constructivist grounded theory approach, it did not include axial coding, 
unlike other grounded theory studies (e.g., Strauss & Corbin 1990). 
 
The investigator used a theoretical coding strategy to create a coherent, comprehensible and 
sharp analysis, coupled with an exploitation of several theoretical coding families. For instance, 
the investigator integrated some of Glaser’s (1978) theoretical coding families (which Charmaz 
(2014) also recommends), predominantly the ‘six Cs’ (causes, contexts, contingencies, 
consequences, covariance, and conditions), and ‘temporal ordering’, ‘structural ordering’, 
‘strategy,’ and ‘process’. The investigator used theoretical codes that earned their way into the 
research; it was not about imposing such codes rather than finding what fit the analysis and its 
developed categories.  
 
In this study, the developed categories (concepts) signify patterns that were carefully 
discovered following the constant comparative methods; the names of categories are (as far as 
possible) abstract from time, place and people (Glaser 2002). Glaser asserted that such 
abstraction is one of the most critical properties of conceptualisation in grounded theory 
studies; it abstracts the study from a substantive field, perception of others or a perception of a 
perception, and from various types of data. 
 
3.5.8 Theoretical Sensitivity 
 
Theoretical sensitivity is the ‘ability to understand and define phenomena in abstract terms and 
to demonstrate abstract relationships between studied phenomena’ (Charmaz 2014, p. 161). 
With theoretical sensitivity, grounded theorists differentiate meanings in their emergent 
patterns and define the constructed categories along with their distinctive properties with 
regards to constructed patterns that emerged from the data analysis process. Therefore, 
theoretical sensitivity enables the development of analytic codes leading toward abstract 
concepts with clear empirical indicators that can be distinguished from other concepts 
(Charmaz 2014).  
 
Theoretical sensitivity fostered the investigator’s ability to reach to the roots of the brand story 
notion under investigation and uncover how it was constituted. Adopting theoretical sensitivity 
increased the analytic power of the developed codes, allowing the investigator to uncover, 
 55 
through the coding phases (initial, focused and theoretical coding), what lay behind various 
statements and observations and form a theoretical direction. Theoretical sensitivity, along with 
grounded theory coding processes, enabled the visualisation of implicit processes, making 
stronger connections between codes. The findings illustrated in Chapters 4, 5 and 6 are 
embedded with theoretical sensitivity. 
 
3.5.9 Memo-Writing  
 
Memo-writing is the ‘theoretical writing-up of ideas, separate from the data, that focuses on 
relationships between codes and their properties as they become evident to the analyst’ 
(Boychuk Duchscher & Morgan 2004, p.608). Memo-writing ‘captures the frontier of the 
analyst’s thinking’ (Glaser 1978, p. 83). Memo-writing is the ‘pivotal intermediate step 
between data collection and writing drafts of papers. Memo-writing constitutes a crucial 
method in grounded theory because it prompts you to analyse your data and codes early in the 
research process’ (Charmaz 2014, p. 162). A memo can take the form of a sentence, a 
paragraph, or even few pages (Boychuk Duchscher & Morgan 2004). Grounded theorists write 
memos to construct analytic notes to explicate and fill out categories. Memos give researchers 
spaces and places for making comparisons between data, data and codes, codes of data and 
other codes, codes and categories, and categories and concepts, and for articulating conjectures 
about these comparisons (Charmaz 2014). 
 
The investigator used memos throughout the research journey to stimulate thinking about the 
collected data and discover ideas behind them. Memo-writing contributed in exploring implicit 
and explicit meanings; it encouraged the investigator to stop, focus, take developed codes and 
data apart, compare them, and define links between them. When a meaning or action emerged 
spontaneously, the investigator stopped to document ideas in memo form.  
 
Memos can be free and flowing or short and stilted; what matters in grounded theory is to get 
things written and stored (traditionally on paper, or digitally in computer files) (Charmaz 
2014). Researchers are encouraged to create a memo bank that contains each memo revision 
(Clarke 2005). Researchers can cross-reference their memos as they refine their ideas; a central 
memo bank is therefore vital, as early memos often contain insights that researchers can mine 
long after having excised them from more recent work. Grounded theorists cannot foresee what 
will emerge as significant in their nascent analyses (Charmaz 2014). The investigator 
developed a bank of memos in NVivo software (discussed next). 
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3.6 Data Triangulation 
  
The investigator triangulated data using organisational documents to increase the overall 
quality of the data and add credibility to the interview findings. Triangulation is ‘the use of 
more than one method or source of data in the study of a social phenomenon so that findings 
may be cross-checked’ (Bryman & Bell 2011, p. 720). The triangulation metaphor refers to its 
use in the military and navigation – a process in which multiple points are used to describe an 
object’s location (Creswell 2013). A qualitative researcher can triangulate data to provide ‘a 
confluence of evidence that breeds credibility’ (Eisner 2017, p. 110). Triangulation involves 
collecting evidence from at least two sources, seeking convergence and corroboration 
(Bowen 2009). 
 
Researchers can apply the logic of ‘multiple triangulation’ in their studies, combining multiple 
theories, methods, data sources and observers in a single study (Denzin 2017). Lloyd (2011) 
conveyed Denzin’s (1970) categorisation of triangulation: 
• method triangulation – using more than one method in one study to investigate the 
same phenomenon from different angles;  
• data triangulation – using different/diverse data sources to explore the same 
phenomenon;  
• investigator triangulation – using more than one researcher or interviewers in a study; 
and  
• theoretical triangulation – approaching the study with different hypotheses and 
perspectives in mind.  
 
The investigator felt that data triangulation using organisational document analysis was a 
suitable way to add richness, depth, credibility and support to the findings (e.g., Bowen 2009). 
As Merriam (1988) noted, ‘documents of all types can help the researcher uncover meaning, 
develop understanding, and discover insights relevant to the research problem’ (p. 118). 
Document analysis is a ‘systematic procedure for reviewing or evaluating documents – both 
printed and electronic (computer-based and Internet-transmitted) material’ (Bowen 2009, 
p. 27). Researchers examine and interpret data in documents to extract meaning, advance 
understanding, and cultivate empirical knowledge (Corbin & Strauss 2008). Documents can be 
regarded as social facts, and can be created and shared with the social world in an organised 
manner (Atkinson & Coffey 2004); they are research data, reflecting the contemporary world 
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(Charmaz 2014). Even though most grounded theory studies rely on interviews and 
observation, complete studies are conducted with documents as their sole source of data (Glaser 
& Strauss 1967). Organisational documents comprise text and images created without the 
intervention of researchers (Bowen 2009); researchers refer to them sometimes as extant 
documents. Charmaz (2014) stated that ‘extant documents contrast with elicited materials in 
that the researcher does not affect their construction. […] Qualitative researchers often use 
such material to support their observational or interview findings’ (p. 48).  
 
Researchers can study documents such as advertisements, minutes of meetings, manuals, books 
and brochures, diaries and journals, event programs, letters, articles in newspapers, press 
releases, television and radio, institutional reports, public records, contracts, medical records, 
performance evaluations, email messages, webpages, photographs, movies, maps, letters, 
diaries, genealogical records and personal blogs (Bowen 2009; Plummer 2001). The next 
section illustrates the types of organisational documents involved in this study. 
 
In this study, data triangulation followed the same steps as constructivist grounded theory 
analysis – initial open coding, focus, theoretical coding, comparative analysis and memo-
writing. The difference between the organisational documents data and the interview data was 
that no transcription was possible, especially of visuals and diagrams. Accordingly, the 
researcher had to create associated descriptions, followed by memo-writing, and apply the 
coding process to them. 
 
The investigator followed Prior’s (2008, 2011) advice to shift the grounded theorists’ view of 
documents to focus on what documents do, rather than only concentrate on what they contain. 
Charmaz (2014) contended that a study of what a document does can incorporate the following:  
• what its originators intended to accomplish;  
• what is the process of producing the document;  
• what and whom the document affects; and 
• how various audiences interpret it. 
 
Following the above advice, the investigator considered the original purpose of each document 
– the reason it was produced – and for whom it was designed. When available, information 
about who created the document (e.g., a brand or a human resources manager) helped in 
assessing such documents. It was also helpful to know if the information in the document was 
created from the ground up by the brand (e.g., the results of primary research conducted by the 
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brand) or if the brand relied on secondary research.  
 
When seeking organisational documents in this study, the primary concern was not how many 
documents to collect for the sake of increasing the volume of collected evidence; instead, it 
was about the quality of each piece of evidence, as even a few documents can offer an effective 
means of completing a study (Bowen 2009). 
 
3.6.1 Types of Organisational Documents Involved in this Research 
 
In this study, the organisational documents are classified into two kinds: Internal 
Organisational Documents (IODs) and Public Organisational Documents (PODs). Four 
research participants, from four brands, provided the investigator with IODs about their brands 
to incorporate in this study. To maintain their confidentiality, the investigator assigned fictional 
brand names to the collected IODs: Alpha, Bravo, Charlie and Delta. Brands Alpha and Bravo 
are suppliers of beauty and personal care products and services. Charlie and Delta are service 
agencies (they provide no physical products). Table 3.4 shows the types of IODs supplied, the 
brands that offered each type of document, and the total number of documents obtained. 
 
Table 3.4 Types and numbers of IODs obtained from four research participants 
Internal Organisational Documents (IODs) Brands offering IODs 
Number of 
documents 
Brand identity guide Alpha & Charlie 2 
Agency briefing samples Bravo & Delta 5 
Marketing plan samples  Alpha, Bravo & Delta  4 
Brand communication platform Alpha & Delta 2 
Digital marketing campaign plan Bravo & Charlie 2 
Annual strategy meeting presentation Alpha & Charlie 2 
Communication examples between marketing 
department and operation department  
Alpha & Bravo 3 
Brand strategy workshop materials Alpha & Charlie 2 
Employee training and workshop materials  Alpha, Bravo, Delta & Charlie  7 
A document listing managerial insights into a brand 
usage and attitude survey 
Alpha 1 
Total number of IODs   30 
 
The obtained IODs were full of valuable data that assisted the investigation greatly, revealing 
the hidden ways some brands develop their brand stories in contemporary brand management 
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environments. The investigator treated all collected documents as authentic because each IOD 
displayed the signatures of top management personnel (e.g., a brand president or marketing 
director) (e.g., Bowen 2005, 2009). Similarly, all PODs were assumed to be reviewed and 
signed off by the management of each brand (or otherwise should not have been publicly 
available). 
 
The PODs related to all 13 brands of the 13 research participants and were collected between 
2015 and 2017. The investigator obtained them from the official websites of each brand (see 
Table 3.5).      
 
Table 3.5 Types of PODs obtained from the brands’ websites 
Brand number 
Document type 
1 2 3 4 5 6 7 8 9 10 11 12 13 
Homepage ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ 
About us page ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ 
Our story/History page ✓  ✓ ✓ ✓ ✓ ✓ ✓ ✓   ✓ ✓ 
Yearly/Brand catalogue ✓   ✓ ✓   ✓    ✓  
Total number of PODs 41 
 
All documents were organised and then subjected to the processes of memo-writing and coding 
for analysis. The memo-writing process for the organisational documents resulted in 103 A4 
12pt 1.5-spaced pages of text. These pages of memos formed the basis of the coding process 
that included comparative analysis to form the findings presented in Chapters 7 and 8. Many 
documents were collected during (and between) interviews, and their contextual richness 
helped the investigator to deepen conversations with research participants. All contents of 
organisational documents were concerned the years 2015, 2016 and 2017; they were not 
standardised for the purpose of this study (i.e., they were produced for managerial purposes) 
and they needed extra work/effort from the investigator's side to make them ready and usable 
for the data triangulation process. Documents supplied some leads for more probing questions. 
Hence, the documents augmented the interviewing process and offered a valuable source of 
data triangulation. As many of the collected documents contained visual elements, the next 
section illustrates how the investigator dealt with them. 
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3.6.2 Analysing Documents’ Visual Elements  
 
Qualitative visual studies are growing in popularity; some researchers consider images on a 
par with words in constructing narratives, not only in multimedia but in research practice 
(Clarke 2005). Konecki (2011) asserted that the number of grounded theory studies that 
incorporate analysis of visual elements is increasing year by year. During the data triangulation 
phase of this study, the investigator was mindful of the need to assess visual elements which 
were common and important components of the organisational documents studied. In grounded 
theory studies, researchers can use visual data as auxiliary materials to complement other data 
sources, or as a main source of empirical information that is complemented by other forms of 
auxiliary textual data (Konecki 2011). The investigator used visual data as auxiliary materials 
in this study, which also helped in the process of theoretical sampling. As Glaser and Strauss 
(1967) put it,  
In theoretical sampling, no one kind of data on a category or technique for data 
collection is necessarily appropriate. Different kinds of data give the analyst 
different views or vantage points from which to understand a category and to 
develop its properties; these different views we have called slices of data. 
(p. 65) 
 
To deepen the description associated with each visual element, the investigator integrated some 
aspects of Clarke’s (2005) situational analysis approach, while following Charmaz’s (2006, 
2014) advice about flexible and spontaneous interpretation. The investigator extracted visuals 
from the organisational documents, collated and imported them into NVivo software. Then, 
the investigator followed Clarke’s process of image analysis by writing analytic memos about 
them (integrated with the rest of the organisational documents’ memos illustrated in the 
previous section), distinguishing between three kinds of memos, which served as narrative data 
to be coded (Clarke 2005):  
• locating – determining who produced the image, for what audiences, and from which 
social world; 
• the big picture – first impressions, writing the narrative description of the image, 
dividing the picture into smaller parts to describe details; and 
• specification – deconstruction of the image by observing the image in different ways 
and getting outside the frame through which people are supposed to view the image. 
(pp. 224–228) 
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The above process enabled the development of deeper meaning of what each visual was about. 
In doing so, visual elements were rendered ready for the grounded theory process as initial 
coding, focused coding and the constant comparative method. This made visual analysis 
consistent with interview and document analysis. 
   
3.7 Using NVivo Software 
 
During the research journey, a central database to store and integrate all captured data and 
associated analysis was a vital tool. It was important to the investigator that all information 
was easy to access, retrieve, group and filter. In this study, data analysis was performed with 
the assistance of NVivo data analysis and management software. The investigator used NVivo 
due to its variety of useful features including searchable annotation, hierarchical categories, 
memo-writing options, and possibilities to import/export files as interview transcripts, field 
notes, audio files, images and videos (Richards 1999). 
 
NVivo allowed the investigator to systematically manage the data and its associated codes, 
keeping track of all coding steps (e.g., initial, focused or theoretical coding). It allows easy 
retrieval of different pieces of data (e.g., interview transcripts or organisational documents 
data) and linkage with analysis findings, allowing the investigator to go backwards and 
forwards between data and categories, making the analytical interpretations well-grounded in 
the data (e.g., Graffigna & Gambetti 2015). NVivo features ‘coding stripes’ (which can be 
visible in the margins of documents) to enable a quick look at the used/developed codes, 
whether with interview transcripts or with memos, and to link these related pieces of text with 
different part of the analysis. The software does not eliminate any of the analytical rigour that 
the investigator has to apply (Bazeley & Jackson 2013), rather, it aided in easing the 
comparison process between data.  
 
3.8 Dealing with Preconceptions  
 
Key objectives throughout this study were to produce a theory (and conceptual model) rather 
than test an existing one, and ensure that the outcome of this study was grounded in its data. 
Some grounded theory researchers think they must rely on earlier concepts – especially before 
they commence their coding stage – to make their study legitimate; consequently, they blindly 
adapt previous ideas, concepts and theories to their data instead of interrogating it. Such 
practice hinders researchers’ ideas from emerging in the coding and analysis stages (Charmaz 
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2014). Charmaz noted that this does not mean previous knowledge and literature prevent theory 
emerging; rather, grounded theorists should proceed with openness in their initial coding to 
spark their thoughts for new ideas and to make discoveries about the world under study. Dey 
(1999) stated that ‘there is a difference between an open mind and an empty head’ (p. 251). 
Certainly, this is what the investigator practised during this research. The study began with a 
review of previous research and issues surrounding the topic, and the investigator proceeded 
with an openness to what the data and its analysis indicated at each stage of the study. 
  
The investigator pursued data discoveries to construct an original model; in doing so, he strove 
to ensure the codes fit with the data rather than forcing the data to fit the codes (Glaser 1978). 
During the coding stages (initial and focused), the investigator followed the constructivist 
grounded theory guidelines by remaining open, staying close to data, and keeping codes precise 
and straightforward in ways that reflected what the data was about, comparing data and moving 
quickly through the data. The constructivist grounded theory approach prompted the 
investigator to repeatedly ask the following questions throughout the research: what kind of 
processes are at stake at each transcription line? How can they be defined? How do such 
processes develop? How do the research participants act while involved in the process? When, 
why and how does the process change? Are there any consequences to the process? (These 
questions are based on the work of Charmaz (2006, 2014) and Glaser (1978).) 
 
Previous versions of grounded theory insisted that researchers dispense with preconceptions 
regarding matters such as the research problem, earlier conceptions of it, research about the 
problem and theories that apply to it (Charmaz 2006). Charmaz (2014) developed a dictum 
about entering the research field with no preconceptions: ‘The notion of entering inquiry with 
no preconceptions is itself a preconception. This dictum can serve as an excuse for not 
examining fundamental preconceptions: what the researcher takes for granted about self, 
situation and the world’ (p.160).  
 
In this study, some earlier theoretical concepts provided potential starting points for 
interpreting the collected data, but their presence in the analysis soon diminished. They did not 
offer automatic codes for data analysis, and due to the intensive analytic work done by the 
investigator that enabled strong control over any preconceptions entering the theory 
development process, a previous concept could only earn its way into the analysis. 
Correspondingly, when theoretical concepts from previous literature were found to suit the 
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analysis phase, the investigator ensured that these concepts fit the study by imposing 
Charmaz’s (2014) safeguarding questions: 
• Do these concepts help the researcher understand what the data indicate? 
• If so, how do they help? 
• Can the researcher explicate what is happening in this line or segment of data with 
these concepts? 
• Can the researcher adequately interpret this segment of data without these concepts? 
• What do these concepts add? What do they leave out? 
 
If existing concepts were not deemed essential for understanding the data, then the investigator 
regarded them as having no place in the constructed codes or later analysis. The investigator 
followed what Charmaz (2014) considered to be the best approach for developing a 
constructivist grounded theory, that is, defining what is happening in the data first. ‘The trick 
is to line up what one takes as theoretically possible or probable with what one is ﬁnding in the 
ﬁeld’ (Goulding 2005, p.296), and that is what the investigator did in this study.  
 
3.9 Ethical Considerations 
 
Approval for conducting this research was obtained from the Business College Human Ethics 
Advisory Network, RMIT University (Ethics Approval 19205, 12 March 2015). Anonymity 
was maintained by non-disclosure of any private information (e.g., personal or brand names) 
provided by the research participants which could unveil their identity.  
 
The investigator undertook the following measures to ensure the anonymity of the research 
participants: 
• removing the names of research participants and their brands from the transcripts and 
replacing them with arbitrary code that only the investigator could identify;  
• removing any text linked to an organisation’s products, services, clients or country of 
existence from the transcript;   
• keeping all digital audio files and associated hard copies in a locked secure cabinet, that 
could be accessed only by the investigator, in a secure room at the investigator’s 
university;  
• storing all transcriptions’ digital versions (i.e., word documents) on a secure computer 
drive that could be accessed only by the investigator. Backups of the digital versions 
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were stored in a different locked filing cabinet in a secure room at the investigator’s 
university; and 
• all versions of the data collected in this research will be kept for five years after the 
completion of this study in secure storage, and then will be destroyed as prescribed by 
university ethical procedures.  
 
3.10 Chapter Summary  
 
This chapter illustrates the grounded theory methodological approach adopted in this study. It 
delivers a comprehensive account of the data collection activities and the sequence in which 
they were accomplished. It reveals the reasons behind the choice of the methods used to arrive 
at the findings.  
 
This chapter portrays the research journey taken to answer the research questions. The most 
important aspects considered in this chapter are the nature and characteristics of qualitative 
research; an explanation of the adopted constructivist grounded theory, research design and 
associated questions; the suitability of grounded theory to the research problem; and the 
processes of data collection and analysis. In addition, this chapter shows how the investigator 
followed the constructivist grounded theorist's path to perform activities that contribute to 
building an original theory and conceptual model grounded in the data. 
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4 Chapter 4 Findings: PLBS Model – Lenses of Brand Story 
Meaning  
 
The primary purposes of this study (as indicated in Chapter 1) were to explore the brand story 
concept from the perspective of high-profile global contemporary brand practitioners (GCBPs) 
who make brand management decisions in their day-to-day roles, and to develop a practitioner-
led brand story (PLBS) conceptual model based on such exploration. As highlighted in the 
section on the structure of the thesis (Chapter 1), the findings of this research are presented in 
five chapters (4–7 and 8), and Chapter 9 presents a discussion of them with reference to the 
literature. This chapter introduces the PLBS conceptual model and gives an overview of each 
of the five findings chapters. 
 
This chapter consists of the following sections: 
• 4.1 introduces the PLBS conceptual model;  
• 4.2 discusses the first theme of the model (i.e., Lenses of brand story meaning) in detail 
as part of the research findings; 
• 4.3 provides a summary for the Lenses of brand story meaning theme; and 
• 4.4 summarises this chapter. 
 
4.1 The theory behind a Practitioner-Led Brand Story model 
 
The investigator developed a PLBS model consisting of three interrelated themes; Lenses of 
brand story meaning, Living and telling brand story, and Evaluating brand story. Each of these 
themes contains several categories and subcategories. These themes are presented in Chapters 
4, 5 and 6 and are based on analysis of interview data from the 13 research participants. The 
findings are organised so each theme answers one of the three research questions indicated at 
the end of Chapter 2 (also highlighted in Chapter 1). Quotes from participants are presented in 
the findings where appropriate to clarify ideas discussed under each theme. The data 
triangulation process produced supporting categories (presented in Chapters 7 and 8) 
developed from the findings of the analysis of internal and external organisational documents 
to increase the richness of the results and add credibility to the interview findings categories. 
As noted earlier, Chapter 9 contains discussion of the findings in the context of the extant 
literature.  
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Figure 4.1 presents the PLBS model developed in this study. The following subsections briefly 
introduce the major components of the model. 
 
Figure 4.1 The Practitioner-led Brand Story (PLBS) model  
 
 
The remaining of this chapter focuses on illustrating the finding of the first theme. 
  
4.2 Lenses of Brand Story Meaning 
 
The Lenses of brand story meaning theme encompasses the perspectives of GCBPs regarding 
brand story and what it means to them in practice. The investigator selected the word ‘lens’ 
because the interview findings indicated that each participant has her/his own view of brand 
story. Each participant gave more than one interpretation of a brand story; these lenses reflect 
their views of the world and their professional experience. The findings of this theme are the 
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detailed answer to the first research question (i.e., what is a brand story, as evidenced in the 
practice of GCBPs?). 
 
This theme includes four categories:  
• The core reason for brand inception;  
• The temporal journey; 
• The brand experience; and 
• An approach to brand management.  
 
Figure 4.2 depicts the Lenses of brand story meaning according to the GCBPs involved in this 
study. 
 
Figure 4.2 The Lenses of brand story meaning theme, its categories and subcategories 
 
 
4.2.1 Core Reason for Brand Inception 
 
The Core reason for brand inception category’s key idea is that the brand story is the reason 
behind brand creation, and that the brand founder’s story – which articulates the motivations 
for creating the brand in the first place – is at the heart of the brand story’s meaning. Two 
subcategories explain the findings of the Core reason for brand inception category: The ‘why’ 
of the brand and Sources of the ‘why’. (The findings related to this category (and its 
subcategories) are discussed with reference to the literature in section 9.1.1.1.)  
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4.2.1.1 The ‘why’ of the brand  
 
The ‘why’ of the brand subcategory focuses on findings that answer the question of why the 
brand was created in the first place. This subcategory treats the brand story mainly as a story 
about why the brand’s founder(s) developed the idea of the brand. It tells how the brand founder 
lived and engaged with his/her community before and after creating the brand. The ‘why’ of 
the brand subcategory shows that each brand’s founder(s) created their brand with a sense of 
purpose and a belief that it would introduce products/services that would serve their community 
on functional and emotional levels. For instance, Key Informant 5 (KI5) stated: 
  
For me, a brand story is the reason for a brand to exist… it is important to know why 
a company is providing a solution to a problem or creating a new desire… then the 
articulation of what is the added value to the community.  
 
A brand story is, therefore, a story about why the idea was created. As implied in KI5’s 
statement above; the brand founder had a specific community in mind before introducing the 
brand to it and sought to provide an answer to a problem found in the community or create a 
new product or service that the members of the community would need or want. 
 
The findings show that answering ‘why’ questions helps a marketer to understand a brand’s 
story, origins, uncover its hidden values and therefore create a story that interest consumers. 
For instance, KI7 stated: 
 
Answering the big why of the brand reveals the core meaning of its story.  
 
For KI7, the 'big why' of the brand is buried deep in its story of creation and finding and 
answering it entails a journey of discovery and comprehension. KI7 provided several examples 
of ‘why’ questions: Why was the brand created in the first place? Why is it important to people? 
Why did this set of ideas motivate the brand founder and/or its current management? Why 
should brand stakeholders care at all about the idea behind the brand’s creation? Providing 
answers to such questions not only helps in identifying the reason behind the brand’s creation 
but why people empathise with the brand in an ongoing manner and engage with its story 
(KI7’s the ‘big why’). KI11 confirmed the idea of the ‘why’ of the brand as the fundamental 
element of the brand story. 
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The brand story should be about why you are doing what you are doing, not about who 
you are… it is more about the why… most people put a story about what they are doing 
and call it a brand story… they are not talking about why they are doing what they are 
doing… knowing the why of the brand lets you understand its purpose… which makes 
you understand the brand story.  
 
Key Informant 11 indicates that a brand can have a story (e.g., on its website), but that story is 
not yet a brand story in its true meaning until it conveys why the brand existed in the first place. 
Communicating stories that convey why a brand exists make the brand story as a whole 
understandable and more interesting to consumers. 
 
The quotes provided above are examples from the interview findings that demonstrate the 
importance of articulating the reason (or ‘why’) a brand exists. They underline that more than 
one research participant considered this an integral part of brand story meaning. The findings 
indicate that the ‘why’ (or reason) can be anything, but there has got to be a reason. 
 
4.2.1.2 Sources of the ‘why’ 
 
The Sources of the ‘why’ subcategory focuses on the sources that led brand founders to create 
their brands (i.e., the ‘why’ behind the brand). The findings in this subcategory illustrate two 
sources that can act as the ‘why’ behind brand creation: fulfilling a dream and the founder’s 
life story. The findings of this study indicate that each of these sources is associated with stories 
that provide their brands with reasons to exist. 
 
Part of the story is where it comes from. Is it the dream of a person, is it the answer to 
a problem, and what are the emotions that motivated the brand founder to create the 
brand? (KI5) 
 
Key Informant 5’s statement indicates that fulfilling a dream of a brand founder is a possible 
source of the brand’s ‘why.’ Findings point toward the dreams of the brand founder at particular 
stages of his/her life (e.g., childhood and early adulthood). The analysis shows that such 
founders’ dreams are mostly formulated due to the need to address unresolved problems in the 
market. KI5 provided an example of a brand story telling how the founder had lost a close 
family member due to a (then) incurable disease, which prompted the founder’s dream of 
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creating a treatment for that disease, and that was the foundation for the brand. The findings 
show that personal experience can increase the desire to solve a problem. 
 
A brand founder(s) life story is an important source that can reveal many aspects of the ‘why’ 
behind the brand creation and its associated story. The difference between this and the previous 
source (i.e., fulfilling a dream) is that this source is not just about the story of creating the brand 
or the specific dream that a founder wanted to fulfil, but includes stories of the brand founder’s 
life, with or without a direct link to the brand. 
 
From my over twenty years of experience in business I can say that a brand story is 
really found in the story of its founder… because it is from there we came as a company. 
(KI12) 
 
Our company was created in the nineteen-fifties by a group of friends … their previous 
relationship started since their childhood and that helped them in building the whole 
company and provide the market with a new solution at that time… for me, their 
friendship story enriched the story of our brand. (KI13) 
 
These statements from KI12 and KI13 indicate that some stories of a brand founder’s life are 
essential sources for understanding and locating the why of the brand. KI12's phrase ‘it is from 
there we came’ is a clear signal that his company treats the founder’s life story as a set of 
explicit and implicit reasons that contribute to building the brand and its story. The belief 
system of the brand founder is adopted and inculcated into the brand story. While KI12 
believed that the founder’s story is the brand story, KI13 believed it would deepen 
understanding of the brand story. KI13 pointed toward a story of friendship in the past, in which 
events formed a kind of history of the brand creation story. How those friends lived their lives 
before creating the brand, how they came together to form the brand, and their shared beliefs 
and goals explain why they decided to create the brand. Regardless of whether the founder’s 
story is considered as the brand story (i.e., KI12) or as a story that complements/enriches the 
brand story (i.e., KI13), the analysis found that the stories of brand founders can provide their 
brands with reasons to exist. 
 
 
 
 71 
4.2.2 Temporal Journey  
 
The Temporal journey category encompasses the brand’s progression through time as a 
possible meaning of the brand story. The findings of this category give importance to stories 
of the brand’s founder and his/her envisioned future for the brand, as well as the progress and 
milestones the brand has achieved during its lifespan. Two subcategories explain the findings 
of this category: Milestones through time and Transforming dreams. (Section 9.1.1.2 contains 
discussion of the findings of this category with reference to the literature.) 
 
4.2.2.1 Milestones through time 
 
This subcategory focuses on stories that identify the brand’s milestones chronologically to 
make them more understandable and easier to remember, facilitating sharing the brand stories 
with others (e.g., consumers sharing the brand story with their friends). An important finding 
in this subcategory is the idea that a brand story moves on a never-ending path. That is, the 
brand is on a journey of continuous development and prosperity, and the journey ends only 
when the brand ceases to exist; this suggests that a brand story structure is not predefined – it 
has a beginning but no ending. The brand story in this subcategory keep evolving and 
expanding, not just in the physical world, but in the mental worlds of the brand’s stakeholders.  
 
There are different components I look at when I engage with my clients to design a way 
to reveal their brand story… like occurrences of events, characters involved in those 
events… there are locations where and when those characters performed or reacted to 
some actions… it goes back to the beginning and the progression from there… yes, it 
involves a history of the founder, but also includes progression about the things 
unfolded over the years… succeeding in designing and drawing such a timeline for the 
brand is critical for telling its story as people will start to resonate with it. (KI10) 
 
Key Informant 10 indicates that a brand story has to be simplified through stating ‘I engage 
with my clients to design a way to reveal their brand story’. The use of the words ‘design’ and 
‘reveal’ suggest that the brand story is there within the brand, though it is hard for the target 
market to understand it or it is yet to be fully disclosed. KI10 implied that the complexity of 
some brand stories made it difficult to convey them to the target audience. Hence, applying a 
systematic structure that simplifies the brand’s events and milestones can bring the brand story 
to light. KI10 implies that combining story elements (e.g., story characters, settings and time) 
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that show how things unfolded for the brand, in chronological order, is one way to think about 
a brand story. KI10’s statement means that simplifying the presentation of the brand story 
allows consumers to understand it and even share it with others. KI2 also mentioned:  
 
With time, stories about your brand can get a bit complex and people could find it 
difficult to grasp your overall story... you need to simplify the achievements in your 
journey… you need to make it a remarkable story to remember… a story that people 
find it easy to share.  
 
Key Informant 2 indicates that it is essential for brand marketers to understand their brand’s 
history. It is the brand marketer’s job to collect and analyse previous stories of the brand and 
remind people about them in a simplified manner. Further, KI2’s statement about the need to 
create a ‘remarkable story to remember’ implies that each brand has a different story, and the 
brand marketer needs to highlight what is unique and unusual about them. 
 
The findings relating to KI2 and KI10 above reveal that the progression of events in time is an 
important element of conveying a brand story. Similarly, KI13 stated: 
 
A brand story could mean telling [a story about] something [that is] old or happened 
in the past… usually, when we speak in our company about our brand stories, we refer 
to things created a long time ago and … experienced in different periods, and has 
already established a kind of awareness…I feel if you have a newly developed company, 
it could be quite hard to think about a story for them because there are not many past 
events that create their story yet.  
 
Key Informant 13 suggests that a brand has to move from one point or situation to another to 
enrich its story. That is why KI13 believes that a new organisation is unlikely to have a proper 
brand story to tell, as few events have occurred yet.  
 
Nevertheless, the analysis revealed that even a new organisation can have a brand story – not 
necessarily a story about the present situation of the organisation, but about how its founder 
constructed it. In such a scenario, the founder’s story becomes the brand story until the brand 
matures and generates a different set of stories. This idea fits well with the scenarios mentioned 
earlier in the Sources of the 'why' subcategory; whether the idea of fulfilling a dream or 
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founder’s life story. With time, the founder’ story and the stories that arise about the 
organisation merge to comprise a larger brand story for a young organisation.   
 
The findings show that the development of a brand through time takes the shape of a journey 
with ‘a never-ending path’, a journey towards continuous prosperity that ends only when the 
brand ceases to exist.  
 
When we think about the story of our brand, we understand that we have more space 
for improvement and opportunities yet to be captured. Yes, the story started somewhere, 
but it will never end, the sky is the limit. (KI1) 
 
For me, a brand story has a beginning, might have a middle but has no end. (KI5) 
 
I see brand story as the path of the brand and how you keep strategising your brand in 
the head of your consumers. (KI6)  
 
The statements above show (explicitly and implicitly) that a brand story is a journey of 
continuous development that has no predefined structure – a beginning, but no ending. The 
path of the brand is one of continuous evolvement and expansion, not just in the physical world, 
but in the mental world of people who engage with the brand. An end to the brand story means 
an end to the brand. For example, KI5 said: 
 
Having an end for the brand story is a declaration of the brand’s death. (KI5) 
 
Key Informant 5’s statement indicates that the brand story reflects the entire organisation and 
should continue and evolve as long as the organisation is open for business. KI5’s use of the 
term ‘brand death’ instead of, for example, ‘brand’s end’ implies that the brand is like a living 
entity with its own story, journey and mortality. It was not just KI5 who used words that reflect 
the idea of ‘a never-ending path’. KI10 and KI12, among others, considered stopping 
production of new content for the brand to be a signal that its journey is ending. 
 
A brand story has a beginning, middle and then a continuation… from a marketing 
perspective, you don't want it to end, but you want to invite your consumers to that 
story… the continuation allows consumers to see, feel and take part of the story… so 
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there is really no end… because if you have an end it really means you stopped as a 
brand and people will not be able to actively participate in your story. (KI10) 
 
If there is no more content about the brand, then the story is almost ended…  having 
fresh brand content is essential to survive… otherwise, your customers will not follow 
you and that will be the end of the company… customers really need to be sure about 
the feelings, the reason behind the existence of this company, the kind of product it 
sells… each brand has its unique beginning; it's where and how the business started… 
the story continues to develop from there and becomes vital for the people working in 
the brand and customers who follow it. (KI12) 
 
Key Informant 10 and KI12’s statements indicate that when a brand has nothing new to tell, its 
days are numbered. Conversely, new content allows the brand to expand and tell more stories; 
KI12 and KI10’s statements imply that people continually demand new stories about a brand. 
Failing to meet this demand will make people lose interest in the brand and gradually abandon 
it. 
 
4.2.2.2 Transforming dreams 
 
The Transforming dreams subcategory is about how the dream of a brand founder became 
reality and how a brand moved from being a mere idea in the mind of its founder to a reality 
that others can see and engage with. The findings of this subcategory give importance to stories 
that depict the transformation of dreams (or visions) into reality by elaborating on obstacles 
the founder faced and how he/she overcome them at different stages of the brand creation 
process. This subcategory reveals that a brand story that tells the steps a brand founder took to 
transform his/her dreams into reality can guide or inspire future decision-makers. Such a story 
contains spoken and unspoken rules/beliefs that the founder followed during the creation stage 
of the brand. 
 
A brand story is how the brand is transformed to be a reality; it combines stages of 
brand creation with daily processes and ongoing implementation… I feel the brand 
story has a wider meaning when you start describing it. (KI1) 
 
Key Informant 1 indicates that one meaning of a brand story is about how a brand moved from 
being an idea in the mind of its founder to a reality that others can see. KI1 followed the above 
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statement with elaboration about the idea that the process of transforming a dream (or vision) 
into reality is embedded with obstacles for the founder to overcome during different stages of 
the brand’s creation (e.g., financial or tough competition obstacles). 
 
The findings reveal that a story that tells the steps a brand founder took to transform his or her 
dreams into reality can guide future decision-makers. Such a story contains spoken and 
unspoken or rules or beliefs that the founder followed during the creation stage of the brand. 
The Transforming dreams into reality subcategory can also inspire brand managers to construct 
a relevant brand identity as part of brand communication. For instance, KI1 mentioned: 
 
When we are faced with puzzlement and conflict in our strategic managerial decisions 
we say to ourselves, let’s go back in time to where and how everything started. (KI1) 
  
Other participants, such as KI5, KI6 and KI9, agreed in essence with KI1’s statement about 
going back to the beginning of the brand. They had a shared view of the importance of 
continually looking at their brand creation story to find the wisdom to inspire them in their 
contemporary decisions. 
 
4.2.3 Brand Experience 
 
The Brand experience category illustrates how the GCBPs view brand story as an experiential 
story with which people can experience and interact more meaningfully than with editorial 
outputs (e.g., a written story in a brand catalogue). The findings of this category indicate that 
brand stories can reach the hearts and minds of consumers through engaging multiple human 
senses, and that the whole experience creates the real meaning behind the brand story concept. 
This category comprises two subcategories that explain its findings: Multisensory experiences 
and Experiential content. (Section 9.1.1.3 presents discussion of the findings of this category 
with reference to the literature.) 
 
4.2.3.1 Multisensory Experiences 
 
This subcategory shows that a brand story meaning is manifested in the idea of providing 
consumers with a story that engages multiple senses in their interaction with a brand (e.g., via 
sight, hearing, touch, taste or smell). The findings assert that a brand story’s meaning should 
not be limited to a static editorial story but be more dynamic, engaging and experiential. The 
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jigsaw puzzle analogy (explained below) shows that each human sense contributes to 
delivering the brand story to consumers; they assemble these jigsaw pieces mentally to form a 
story that includes images and emotions. 
 
I look at the brand story as the sum of the overall experiences created in the minds and 
attached to the hearts of our consumers… one way to do that is by engaging, stimulating 
and leveraging the five senses we have as human beings. (KI9) 
 
Key Informant 9’s statement explicitly shows that some GCBPs think of the brand story as 
beyond a static editorial story that decorates office walls or fills the ‘about us’ or ‘our story’ 
pages on the brand’s website. Brand story here is more dynamic, engaging and experiential. 
KI9’s statement suggests that the brand story must interact with and engage consumers’ senses 
to ensure they feel and live it. KI9 talked about Disney as an example of a brand that engages 
more than one human sense, noting that kids can read their favourite Disney story in a book, 
they can hear it in an audio book, watch a movie about it, or even go to Disneyland and 
experience the story in an immersive world. KI9 explained that the more human senses a brand 
uses to convey its story, the higher is the degree of brand–consumer connection that can occur, 
and the better the chance to create an experiential brand story. 
 
Key Informant 12 provided another example that indicates an advanced use of the five senses 
in the context of retail business to create positive thoughts, emotions and positive overall 
experience for consumers. 
 
I really believe that when you work in the retail industry, you need to find clever ways 
to use the five senses… your consumers are not the same... some people like to see 
things, others like to hear about them, yet others want to touch, smell and even taste 
things… a person uses one or two senses more than the other… you need to understand 
how to provoke the five senses creatively in business, especially when you want to 
create good memories and thoughts inside the mind of your store visitors.  
 
Key Informant 12 argues that there exists a need to appeal to multiple human senses to immerse 
consumers in the brand story. KI12’s statement implies that the choice of sense (or set of 
senses) has to be based on a deep understanding of the targeted consumer segment to create 
the desired thoughts and emotions within that segment and consequently deliver the proper 
meaning of the brand story to consumers.    
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Additionally, the findings show that the nature of a communication channel or a brand–
consumer touch point can prompt the use of one or multiple human senses. For instance, KI10 
talked about possible touch points to comprehend the brand story in a way that complements 
the previous statements from KI9 and KI12. 
 
There are different brand–consumer touch points that can convey the story in different 
ways… one touch point cannot encapsulate the whole story… though each point 
influences how people perceive the story and can, in fact, tell different sides of it… that 
is the whole brand experience that contributes to telling and building the story of its 
brand.  
 
Even though KI10 did not explicitly mention the utilisation of multiple human senses, 
imparting the brand experience through different touch points to convey the brand story does 
support the need to leverage more than one sense. During the interview, KI10 provided 
examples of conveying the brand story inside retail outlets (using sight, touch, hearing, smell) 
complemented with printed materials (sight) and other touch points such as the brand’s website 
and ads on television (TV) (sight, hearing), radio (hearing) and magazines (sight). According 
to KI10, each touch point (or sense) delivers part of the brand experience to consumers, and 
helps to deliver the story meaning a brand wants to create within the lives of its consumers.   
 
One interesting finding that appeared under the Providing multisensory brand story experience 
subcategory was the ‘jigsaw puzzle’ analogy. It is about the idea that the brand story is scattered 
in different pieces in the market and each human sense has a way to experience and deliver 
part of the brand story jigsaw puzzle to consumers. With time, experience and engagement 
with the brand (and interaction with other consumers in the market), consumers assemble these 
jigsaw pieces in their minds to form a story about that brand that includes mental images and 
emotions. None of the research participants mentioned the jigsaw puzzle explicitly, but some 
of their statements point to it. For example, KI11 stated: 
 
Your story pieces will appear here and there and should appear everywhere in different 
forms and eventually become the sum of the whole… it has bits and pieces and whom 
you are partnering with might be in that brand story too... your next product should 
align with your story… the book you just wrote or the topic of the blog you just posted 
should be positioned as related to the purpose of your story. 
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A person can easily solve a jigsaw puzzle with distinctive colours and a small number of pieces, 
but solving a puzzle containing more than 1000 pieces, with similar colours and shapes, can 
require days of effort. The data analysis shows that brand stories can be similarly complex. In 
some cases, practitioners act creatively in constructing stories about their brands, employing 
clever methods of delivering segregated messages and experiences about their stories in diverse 
brand–consumer interactions, enabling consumers to collect and assemble the pieces of the 
messages and experiences to create a single (but multifaceted) mental image associated with 
emotions about that brand. Sometimes consumers feel proud of these mental images and want 
to share them with others, just as when a person solves a complicated jigsaw puzzle and wants 
to show it to others.  
 
However, some brands frustrate their consumers because they are unable to communicate what 
they stand for, what they want to deliver or what their stories are about. Most of their messages 
are vague, there is no clear distinction between different activities and campaigns, and people 
feel overwhelmed by what the brand is attempting to communicate. In such cases, the 
fragmented pieces of the story become harder for consumers to collect and assemble; it is like 
trying to solve an already difficult jigsaw puzzle with missing pieces. It is often easier for 
potential consumers (or even current consumers) to decline to engage with the stories of those 
brands.  
 
4.2.3.2 Experiential content 
 
The findings of the Experiential content subcategory emphasise the idea that the brand story is 
not limited to textual content, but includes everything a brand can create and express to its 
consumers (e.g., the ambience of the retail environment). The findings show that a brand story 
can have many types of content: the brand’s products, services, physical stores, physical 
expression and the interactions of the customer service team with consumers. This subcategory 
is about viewing each piece of brand story content as an integral part of the overall brand 
experience.  
 
Today, the brand story content is not just written pieces on the company’s website, 
blogs or brochures, or even created by journalists or consumers about the company… 
the content here is about everything customers interact with… it is around ensuring 
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that the business delivers its value proposition, its core messages and ultimately the 
brand experience they promised to deliver to their customers. (KI3) 
 
Key Informant 3 indicates that the modern conception of brand content transcends mere 
editorial meaning to include the surroundings and objects consumers can interact with during 
their experience with a brand. This idea was also mentioned by KI4:  
 
Everything around us in the organisation is somehow brand content.  
 
Key Informant 4 made this statement while describing how to provide an experiential brand 
story to consumers. The perspective was that consumers should experience the brand story to 
comprehend its true meaning.  
 
Overall, the fundamental idea in this subcategory is to think of brand story content as 
everything related to a brand that consumers can interact with. All physical expressions of 
brands are included as part of the brand story content. The findings show that brand’s physical 
expressions are not limited to branded retail stores but involve tangible brand-related products 
and entities such as museums or resorts that portray diverse parts of the brand story. Each 
physical expression provides unique brand content that helps in nurturing meanings of a brand 
and its story within consumers’ minds. 
 
4.2.4 An Approach to Brand Management 
 
The findings of this category illustrate that brand story meaning manifests itself in how 
decision-makers think about and manage the brand. It is mainly about interpreting and 
comprehending symbolic meanings behind brand stories (e.g., stories of brand creation) and 
utilising them in business decisions that go beyond mere marketing communications. This 
category consists of two subcategories that explain its findings: Brand strategy influencer and 
Humanising the brand. (In addition, section 9.1.1.4 contains discussion of the findings of this 
category with reference to the literature.) 
 
4.2.4.1 Brand strategy influencer 
 
This subcategory conveys the idea that the brand story acts as an influencer of management’s 
brand strategy decisions. The brand story here is not limited to a specific story/event that 
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emerges during brand creation, but is strongly connected to the reason behind the brand’s 
creation and its purpose (i.e., the Core reason for brand inception category) and how managers 
translate the learnings from the reasons/stories of brand creation into action. The Brand 
strategy influencer subcategory shows that some GCBPs treat the brand story as a set of 
philosophies, values, beliefs and the strategic framework of the brand. This perspective is not 
limited to the marketing team, but permeates through all managerial decisions and personnel 
across all departments. Comprehending the brand story from such a perspective allows 
management to take strategic decisions that not just complement the story but empower it in 
the marketplace. 
 
Thinking continuously about the story of our brand influences our decisions and 
actions, be it on a day-to-day basis or in long-term strategic decisions. (KI1)  
 
Our brand story is the basis of all our brand communication decisions… whether in 
relation to the system we follow to craft our messages or to how we hand-pick the 
appropriate channel that empowers the message it carries. (KI6)  
 
The two statements above are examples of how GCBPs treat the meanings of their brand stories 
as catalysts for the processes behind their managerial decisions. Their statements show that 
brand stories (especially stories about brand creation) are rich with information and 
recommendations that can guide the brand into the future. KI10 supported the statements of 
KI1 and KI6, saying: 
 
The brand story allows the management to communicate with their employees and 
develop the future directions for the company… it is an evolving business process, and 
the story influences all of that… with time the story becomes the brand philosophy.  
 
Key Informant 10’s statement indicates that the brand story enhances the connection between 
the management and its employees. The statement above implies the use of stories as a method 
of communication between individuals of the organisation, as most managers will 
communicate their brand story through telling it to their people. Telling the story of the brand, 
living it every day and making it part of the strategy makes it a decision-making philosophy in 
the organisation. Furthermore, the findings show that some practitioners believe that the brand 
story does not just influence the brand strategy but becomes its framework (i.e., the brand 
strategy framework). For example, KI11 said: 
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I see the brand story as a framework for the brand strategy… a framework you can use 
to create and influence conversations in and outside the organisation… it informs the 
way you talk about your business… guides it to a degree... the why of the brand comes 
in the heart of this framework, and that makes people resonate with your story… this 
framework allows you to talk about your story in different ways in different places… 
you need to enrich your framework with exciting contents… components of your brand 
strategy as your point-of-difference, the mission, the vision, and all of that comes out 
of that story.  
 
KI11’s statement shows that a story of a brand, especially one that articulates the purpose and 
values of the brand, becomes a guide for communications within and outside the brand. 
Maintaining the meaning behind such stories allows businesses to strengthen the planning and 
execution of their brand strategies in the marketplace. 
 
Data analysis supported the contention that a brand story can become a vital source of 
inspiration to the brand strategy and everyday decisions within an organisation. For example, 
KI12 argued that:  
 
Your brand strategy should have a clear vision of where you want to drive your 
company, and that vision should inspire and infuse energy in the organisation… if you 
do not know where to go, you will be lost very quickly and to define a strategy you have 
to believe in what you do every day and why you are you doing that… the story of your 
brand should provide answers and inspirations for all of that. 
 
Key Informant 12 was referring to the need to understand the story of the brand’s creation by 
its founder and comprehend why the founder created the brand in the first place. Doing so 
provides current management with the strategic direction the founder intended for the brand.  
 
The above examples are some of the evidence in the findings that support GCBPs’ perspective 
that meanings and values inherited from a brand story can influence, guide and inspire future 
business decisions. 
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4.2.4.2 Humanising the brand  
 
The Humanising the brand subcategory views brand stories as if they were stories of a living 
entity that interacts with others. A key idea that encapsulates the findings of this subcategory 
is for the marketer to consider him/herself as the brand itself and answer the question ‘what is 
my story?’ The findings indicate that thinking about the brand as a person forced some GCBPs 
to craft their brand stories in ways that reflect the complexity of human beings’ stories. Like a 
person, a brand is born; some brands evolve and reach maturity while others die; some have 
interesting stories to tell and others do not. Humanising the brand allows practitioners to better 
empathise with its story.  
 
Brands are like people, and when I think ‘what’s the story of my brand?’, I feel that 
an appropriate way to answer that is by considering my brand as myself, therefore, I 
feel that I’m answering the ‘what’s my story?’ question. (KI8) 
 
Key Informant 8’s quotation suggests that brand practitioners need to transform their thinking 
in a way that merges their own stories with their brand’s to comprehend and unlock the real 
meanings of brand stories. KI10 provides another statement that complements KI8’s: 
 
I feel the brand becomes an extension of the person managing it… that person will even 
defend and champion [the] specific set of values found in the story of that brand as if 
they were his or her own personal values.  
 
Key Informant 10 implied that a story of a brand becomes a reflection of the manager’s identity, 
and when a person immerses him/herself in daily decisions regarding the brand, the stories that 
form the brand’s and its manager’s identities merge. Other GCBPs suggested that a brand with 
a strong and well-established identity can influence the identities of its managers. For example, 
KI2 and KI9 mentioned: 
 
This brand is the result of my own creation… I constructed it in a way that matches my 
belief system. (KI2) 
 
I did not have to worry too much about the brand identity… the brand story started 
more than fifty years ago, and I feel it touched and affected me on a personal level. 
(KI9)   
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Both statements above show the possibility of a merger between the identities of a brand and 
the people working in or for it.  
 
Overall, the evidence presented in this subcategory shows how humanising brands and their 
associated stories can affect the people managing them, and how such humanisation of a brand 
occurs. and attempts to answer the ‘what is my story?’ question from a brand perspective allows 
decision-makers to empathise more with a brand story. These perspectives influence the way 
marketers manage their brands, and above all contribute to providing additional possible 
meanings of brand story. 
 
4.3 Summary of Lenses of Brand Story Meaning  
 
The Lenses of brand story meaning theme summarises the GCBPs’ definitions and 
interpretations of the meanings of brand story. This theme contains four categories that 
encapsulate its findings. The first category is the Core reasons for brand inception. It centres 
on the principle reason and stories that motivated a brand founder to create his/her brand. 
Findings that formed this category are discussed under two subcategories: The ‘why’ of the 
brand (section 4.2.1.1) and Sources of the ‘why’ (section 4.2.1.2). 
  
The second category is the Temporal journey. It includes the brand’s progression through time 
as a possible meaning of the brand story. The findings of this category give importance to 
stories of the brand’s founder and his/her envisioned future for the brand, as well as the progress 
and milestones the brand achieves during its lifespan. Two subcategories explain the findings 
of this category: Milestones through time (section 4.2.2.1) and Transforming dreams (section 
4.2.2.2).  
 
Brand experience is the third category. It views the brand story as an experiential story 
integrated into people’s lives. It demonstrates that people can experience a brand through their 
five senses, and such experiences define the brand story for them. Two subcategories explain 
the Lens of brand story meaning as the brand experience: Multisensory experiences (section 
4.2.3.1) and Experiential content (section 4.2.3.2).        
 
The fourth and final category of this theme is An approach to brand management. It 
demonstrates that a brand story meaning manifests itself in how decision-makers think about 
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and manage the brand. It is mainly about interpreting and comprehending symbolic meanings 
behind brand stories (e.g., stories of brand creation) and utilising them in business decisions 
that go beyond mere marketing communications. This category consists of two subcategories: 
Brand strategy influencer (section 4.2.4.1) and Humanising the brand (section 4.2.4.2). 
 
4.4 Chapter Summary 
 
This chapter introduces the proposed PLBS conceptual model (section 4.1), the primary 
practical outcome of the theory developed from this research. The major components of the 
model are the Lenses of brand story meaning theme, the Living and telling brand story theme, 
and the Evaluating brand story theme, all developed from the interview findings. All findings 
in this study are discussed in relation to the literature in Chapter 9. 
 
The first theme of the PLBS model – the Lenses of brand story meaning theme – is discussed 
in detail in section 4.2. Four key categories and multiple subcategories are used to explain the 
meaning of ‘brand story’ from the perspective of high-profile GCBPs who make brand 
management decisions in their day-to-day roles. Section 4.3 provides a summary of the Lenses 
of brand story meaning theme and its categories and subcategories. 
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5 Chapter 5  Findings: PLBS Model – Living and Telling Brand 
Story 
 
This chapter presents the second theme of the practitioner-led brand story (PLBS) model 
developed in this research – the Living and telling brand story theme. It captures the main 
processes high-profile global contemporary brand practitioners (GCBPs) apply to how they 
live and use to comprehend the meanings behind their brand stories and how they 
communicate/develop them in their marketplaces. This theme incorporates the phases of 
planning, deploying and maintaining the authenticity of the brand story. Three categories 
together explain the findings of the Living and telling brand story theme: Comprehending the 
backstory, Connecting stories, and Shaping brand story authenticity. Figure 5.1 represents the 
Living and telling the brand story theme and its underlying categories and subcategories. This 
theme is the detailed answer to the second research question (what are the main processes 
GCBPs adopt to develop their brand stories in the marketplace?). (Section 9.1.2 presents a 
discussion of the findings of this theme with reference to the literature.) 
 
This chapter has the following content: 
• section 5.1 offers the findings of the first category (i.e., Comprehending the backstory) 
and demonstrates its major subcategories;  
• section 5.2 explains the Comprehending the backstory category;  
• section 5.3 presents the Connecting stories category and its subcategories;  
• section 5.4 explains the Connecting stories category; 
• section 5.5 provides findings for the third key category (i.e., Shaping brand story 
authenticity) and its subcategories; 
• section 5.6 explains the Shaping brand story authenticity category; and 
• section 5.7 provides a summary of the chapter. 
 
 
 
 
 
 
 
 86 
Figure 5.1 The Living and telling brand story theme
 
 
5.1 Comprehending the Backstory  
 
The Comprehending the backstory category is about the key stories the GCBPs in this study 
employ to comprehend why their brands were created and how they reached their current 
situation. A backstory or background story is ‘the literary device of a narrative chronologically 
earlier than, and related to, a narrative of primary interest. Generally, it is the history of 
characters or other elements that underlie the situation existing at the main narrative’s start’ 
(Sanford & Kurki 2014, p. 38). This category shows that understanding the past stories of the 
brand helps marketers create intriguing future brand stories. The findings show that 
understanding the backstory is about appreciating and empathising with the history of the 
brand, as well as the stories that people share and communicate about the brand in the 
marketplace. The Comprehending the backstory category consists of two subcategories: brand 
legacy and Congruity of story value. (Section 9.1.2.1 contains discussion of the findings of this 
category with reference to the literature.) 
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5.1.1 Brand Legacy 
 
The Brand legacy subcategory findings show that the visionary foundations established by a 
brand’s creator(s) represent a natural evolutionary path, enabling the brand to stand the test of 
time and produce a strong and orchestrated legacy. The findings show that many creators of 
successful brands approach the creation stage of their brands with the mindset of serving a 
purpose bigger than themselves – one that will outlast them, and that future generations of 
decision-makers in their brands can inherit. Two key ideas explain the findings of the Brand 
legacy subcategory: Brand legacy creation and Legacy guardians. 
 
5.1.1.1 Brand Legacy Creation   
 
The Brand legacy creation idea shows that creators of successful brands treat their brands as 
immortal and as extensions to their own lives, conveying their long-lasting visions and what 
they will stand for over years to come. The findings show that a brand becomes an extension 
of the founder’s belief system, even if the founder is no longer alive (or managing the brand). 
The story of brand creation that depicts the brand purpose is particularly important in the 
findings; the brand founder creates the starting point of the brand story and its legacy, which 
continues and becomes the responsibility of his/her successors. For example, KI5 mentioned: 
 
The brand story was successfully created by the founder himself, but after he passed 
away the story being developed further by his grandson … he is the one managing the 
story and giving the whole company guidelines about where to go and how to develop 
… accordingly, new pieces [of the brand story] could be generated … as an example, 
our R&D findings … gave us the opportunity to elaborate even more about the 
efficiency story of our products and the process behind producing them.  
 
Key Informant 5’s statement suggests that the marketplace found the brand story compelling, 
and this is reinforced by the founder’s grandson becoming the company’s manager and 
continuing to build on the brand’s legacy. KI5 did not suggest that the grandson had changed 
the vision or strategy of the brand, but said ‘the story is being developed further’, supporting 
the idea that the brand founder had created an extension of himself that would live for 
generations to come. KI10 complemented KI5’s statement with regards to the continuation of 
the brand story started by its founder and the brand becoming an extension of the founder’s 
belief system, even though the founder is no longer present (or managing the brand). 
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Even though the founder might have gone, the story did not end, and it keeps unfolding 
every day… the story stays true to its roots, but evolves through time to become its own 
identity, but is rooted in that as the starting point… even after ten years or more the 
story of how the brand started will still be the guiding principles. (KI10) 
 
Key Informant 10’s statement indicates that the story of the brand’s creation by its founder is 
vital in conveying the brand’s legacy within the many stories found in the brand’s world. The 
story of the brand is the foundation for current brand stories and the brand’s legacy in the 
marketplace. Documenting and communicating the legacy envisioned by the brand founder 
help in fostering a smooth transition and continuation of the story between generations. A brand 
story is not just the history of the brand’s creation; the founder creates the starting point for the 
brand and then the brand story evolves, with or without the founder. The continuation of the 
story becomes the responsibility of the people managing the brand. Consequently, a well-
structured archive for stories related to the brand across time is important to the development 
of better brand stories. For instance, KI10 and KI11 mentioned:  
 
Sometimes it is just a bunch of information all over the place, there is bits and pieces 
of information you need to grab and you need to do research which can centralise it 
all, and then you try to articulate that in a way that is tangible… a creative designer 
helps in putting that into a systematic overview, centralise it all, contribute in crafting 
the story make it accessible to people in one easy scoop… mostly, the story is there 
but exists in pieces that nobody can find what it is. (KI10) 
 
We as a creative agency have to create creative outputs but we are not involved in the 
day-to-day managerial decisions of the brand… we found it beneficial to develop an 
archive of what our clients do, it is [the nature of business] that people come and go… 
people manage a brand at some point but then they leave, somebody new has to figure 
out where the story is… in order to pass that baton, you need to have something that 
they can draw up on, this is what we did… the brand story is not only what it was but 
also the presence story that continues in and around the brand and you need to track 
and leverage all possible stories. (KI11) 
 
Key Informant 10 and KI11 indicated that the brand story is more than how the brand was 
created; it must include other stories that have emerged (and keep emerging) about the brand 
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and the people engaged with it. Both statements point towards the idea that documenting and 
centralising pieces of the story help brand managers to continue brand story development. 
KI11’s experience was that his agency was proactive in such documentation to avoid starting 
anew whenever a new brand manager replaced an old one. Both KI10 and KI11 indicated that 
creating a database of stories for their clients helps not just in creating a story, but a creative 
compelling story that builds on the brand legacy in ways that attract the targeted consumers. 
 
All previous statements in this section from KI5, K10 and KI11 underscore the importance of 
understanding the backstory of the brand – why the brand started and how it reached its current 
situation – as part of the process of developing future brand stories in the market. Therefore, 
intentionally collecting, organising and storing all relevant stories for the brand helps managers 
to expand their brand’s legacy. 
 
5.1.1.2 Legacy Guardians 
 
The Legacy guardian idea centres on the person who comprehends the true meaning behind 
the brand’s creation and its purpose and is responsible for protecting and managing its legacy. 
The findings show that a legacy guardian can act as a shield for the brand’s roots and develop 
the brand in accordance with the purpose its founder envisioned for it. In this study, brand 
founders, family members, long-time senior employees, close friends, and – in some cases – 
people who believed in the brand more than its founder, were identified as legacy guardians.  
 
The analysis indicates that the initial legacy guardian is the brand founder. As indicated in the 
previous section, a brand founder is responsible for initiating the brand story and envisioning 
its journey in the marketplace, as well as equipping the organisation with a belief system and 
other aspects related to establishing the brand story. The subsequent legacy guardian (assuming 
the founder has relinquished his/her responsibility for the brand, retired, or died) is often a 
person who has a close relationship with the brand creator. Such closeness facilitates a deep 
understanding of the true meanings of a brand due to comprehension of the core reasons for 
the brand’s existence, enabling a new legacy guardian to handle a previously constructed brand 
legacy effectively.  
 
The brand story was successfully created by the founder himself, but after he has passed 
away the story is still developing further by his grandson. (KI5) 
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Key Informant 5’s statement contains an example of a family member assuming the 
responsibility of advancing the legacy of the brand started by his ancestor. KI12 explicitly 
stated that the person who is to continue the brand legacy should have a close relationship to 
the founder: 
 
Ideally, the person who continues the founder’s legacy should be a person selected by 
the founder himself… whether a person working with him or someone close to his 
family… it is important to have that person selected by the founder to make it easier 
for people in the company to believe in that second person… if the founder did not 
select the second person – for example, due to unforeseen events – then I believe it 
needs to be somebody who knew the founder very well, shared with him a lot of time 
regarding the vision and the story that founder wanted to create, and passionate about 
the brand.  
 
The above statements suggest that the closer a legacy guardian is to a brand founder, the more 
cohesively the brand story will evolve over time. The current legacy guardian’s deliberate 
selection of the next, and allowing the brand community to witness that action and relationship, 
pave the way for the next part of the brand story to develop smoothly. 
 
Despite the arguments outlined above, the findings demonstrate that a brand’s legacy creator 
and guardian is not necessarily the brand founder. It could be a person who believed in creating 
a unique legacy for the brand beyond what its original founder had in mind. For instance, KI7 
said: 
 
A genuine brand comes with a strong heritage, and mostly it is accompanied with a 
godfather; in many scenarios that person is not the brand founder… the founders of 
Starbucks, the original group of teachers in Boston, did not believe in a big dream for the 
brand and sold Starbucks after around four years of existence… the marketing manager 
who believed in that brand is the one who bought Starbucks at a later stage… the 
godfather is the one who crafted the brand attribute from his heart, setting the course for 
a new direction and people believed in that genuinely.   
 
Key Informant 7 used the word ‘godfather’ to describe the person who created and guarded the 
legacy of the brand. KI7 implied that in some cases brand founders can stop believing in the 
brand they created and abandon their brands. In such situations, another person can step up and 
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assume responsibility for managing and guarding the story of the brand, eventually creating its 
legacy. KI7’s statement indicates that the godfather shapes what the brand should stand for 
over time. Such a role implies a differentiation between a ‘brand creator’ and a ‘brand story 
creator’: they may not be the same person. Crafting a brand and its attributes, envisioning its 
future, holding onto and believing in that ‘baby’ brand are critical characteristics that can 
distinguish a brand legacy guardian from other people within a brand. 
 
5.1.2 Congruity of Story Value  
 
The findings of the Congruity of story value subcategory show the relationship between stories 
created in the brand’s world and those of the defined target consumers’ world. Congruity of 
story value concerns the mutual values (or areas of interaction) of these two types of stories, as 
well as the brand story being customised to fit the world of the targeted consumer (see Figure 
5.2). The Congruity of story value subcategory includes three concepts (or ideas) that brand 
marketers must consider in creating better congruity of story value: Harnessing stories from 
the brand’s world, living the brand, and Leveraging consumer-generated stories. The 
following subsections demonstrate these concepts in more detail. 
 
Figure 5.2 The Congruity of story value idea
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5.1.2.1 Harnessing Stories from the Brand’s World 
 
This concept indicates that the stories that happen within the brand world (e.g., the brand's 
backstory or creation story) are essential tools for increasing the congruity between the overall 
brand story and consumers’ stories. It shows that maximising congruity of story value requires 
that brand marketers investigate their brand inception stories to identify elements of those 
stories that were or were not reported during the process of brand creation. Sometimes, this 
requires searching archives for unreported/unpublicised stories that might contribute in 
conveying different aspects of the brand’s history and heritage. The following three quotes help 
in clarifying the idea behind the importance of harnessing stories from the brand’s world to 
create better congruity of story value.  
 
You can’t recreate your brand creation story because it happened already... but you need 
to look at what can differentiate you in that story… when we enter a new market for 
example, we look for what really matters for people there and then bringing our story of 
origin to map what fits people in that market to create irresistible value… we want to 
enter their hearts and minds and our story is our unique competitive advantage that can 
differentiate us from other competitors… our story carries hidden treasure that can 
answer why future customers would choose us. (KI1) 
 
The essence of the brand and its purpose are already there in our story… now is our 
chance to extract from it what suits our customers. (KI2) 
 
That is part of when you are building the brand. You have your core target and you are 
creating something in between. You find commonality. People are looking for stuff that 
correspond to their own needs and wants…when I was a bit younger anything I bought 
has to look good together with other things I have… I was searching for things that I 
resonated with… I found even my friends came to the same university as mine because 
their values aligned with the university values. (KI10) 
 
All three statements above point towards the importance of comprehending and finding value 
in stories related to brand creation. They suggest that each brand has its own unique set of 
stories found buried in its journey of creation and development through time. The analysis 
supports the contention that congruity of story value is about finding points of value in the 
constructed set of brand stories through capitalising on their commonalities. Brand managers 
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attempt to discover ‘hidden treasure’ (as mentioned by KI1) from stories of the past, especially 
implicit values offered by brand creators, which help them in creating brand story 
communications that resonate with their targeted consumers. 
 
5.1.2.2 Living the Brand 
 
The Living the brand concept indicates that to convey better congruity of story value, a brand 
marketer must truly experience the brand to find points of value worth sharing with the targeted 
consumers. It shows that living the brand goes beyond reading its story (e.g., on a website or 
in a catalogue); living the brand entails putting all of the brand’s aspects – how it started, its 
identity, guidelines, policies and procedures – into action, as well as getting into the field, 
spending time in the manufacturing environment, and witnessing the creation processes of the 
brand’s value chain. The findings show that marketers who experience the brand story at the 
brand’s birthplace can relive an authentic story through witnessing a higher order of brand 
purpose, which helps them develop more relevant and interesting brand stories in their markets.   
 
When I first worked for [company name] I travelled to Bangladesh to see the tea farms 
that they own… the first two weeks had literally nothing to do with marketing or the 
business management… until today, maybe fourteen years from that time, I still recall 
the process of harvesting the tea and the history behind it and how things evolved… I 
lived those moments and lived the brand … after that, any act or decision that came 
from me as a brand manager was a consequence of me living that brand and its story… 
if I’m appointed as a new brand manager to another brand, I’ll make sure that I 
understand and live the brand before I start thinking that I know it… it is about 
conveying unique brand experience to people and if the person in charge of conveying 
such experience started by just reading the brand story in papers rather than living, it 
is not going to work. (KI7) 
 
Key Informant 7’s statement shows that living the brand encompasses more than reading about 
its story. It entails putting all of the brand’s aspects – how it started, its identity, guidelines, 
policies and procedures – into action, as well as getting into the field, travelling spending time 
in the manufacturing environment, and witnessing the creation processes of the brand’s value 
chain. For KI7, living the brand is the most effective way to create value for future consumers 
of the brand. The analysis shows that other research participants share KI7’s perspective. For 
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instance, KI1 (below) implied that experiencing the brand story at the brand’s birthplace was 
extremely valuable for marketers. 
 
The experience of visiting the brand’s place of origin in one of the French villages and 
witnessing the evolution of its original story is very exciting and important for our 
marketing team… there you can feel the story of how the village was suffering from a 
recession at that time … one of the ideas of our brand founder was helping the village 
to create opportunities for its villagers… time passed and he became an icon not only 
in the eyes of the village but in the eyes of many French people… now, the brand has 
hundreds of shops around the world, it’s really exciting to be part of that story, and 
personally, my visit to that village increased my pride towards the brand and provided 
me with an experience that I keep sharing with our consumers in different ways.  
 
For KI1, seeing and interacting with various aspects of the story at the brand’s place of origin 
helped cement the brand story in his mind. Visiting the brand’s birthplace, observing the 
production process and engaging with people who had witnessed and lived the evolution of the 
brand facilitated a sense of belonging. KI1 is using this positive experience with the brand’s 
marketing team to share and immerse consumers in the brand story in a way that simulates how 
KI1 felt when experiencing the brand at its place of origin. This helps to convey a relevant 
brand experience and congruity of story value to consumers. 
 
5.1.2.3 Leveraging consumer-generated stories 
 
The Leveraging consumer-generated stories concept revealed that brand marketers need to 
‘live’ (witness, experience and understand) stories told by their consumers to leverage them 
during the process of creating congruency between the brand’s world and the consumers’ 
world. The findings show that consumer-generated stories can be about different situations 
from their lives or about their familiarity or experience with the brand. Understanding 
consumer-generated stories helps brand marketers to contextualise their brand story 
communication in a manner that resonates with the consumer. The findings show that GCBPs 
attempt as much as possible to engage in two-way conversations with their consumers. 
Listening to and understanding the stories of the consumers – their hidden motivations, beliefs 
and possible ways of living their lives – are critical to finding a fit, link and congruency 
between the brand and consumers’ worlds. The following quotation captures the essence of 
living consumers’ stories and how it affects decisions related to brand strategy. 
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We decided to evolve our brand communication strategy to maintain our leadership 
position in the market… in the process we created a person that represented our key 
target… we named her, we figured out she is aware about certain things like her body 
image and likes to do specific things as part of her daily routine… we figured out her 
possible hobbies… we even asked a professional artist to draw her based on the 
characteristics and features we generated during our research… we were able to 
imagine some characteristics of her family, husband and kids and how they could 
interact with each other in their daily lives… we described the journey of her day… we 
truly lived the context of whom we are targeting… we then returned to stories in our 
brand; its history, accumulated heritage, its purpose and reason of existence… we 
asked ‘if this brand was to be wiped out from the face of the earth what will our key 
target really miss?’… and our new brand strategy took a whole new level from 
there. (KI8) 
 
Key Informant 8’s statement implies that to succeed in creating a new or enhanced and 
congruent brand strategy, it is not enough to identify who the brand is targeting (e.g., by age, 
gender or income level). For KI8, a true marketer has to dive deeper to uncover stories of how 
consumers are living their lives. Understanding and living aspects of consumers’ stories allows 
marketers to understand why consumers behave in the way they do when they interact with the 
brand. It also helps in creating a proper brand story context that shapes possibilities about what 
relevant stories in the brand’s world will interest the target consumer, and at a later stage it 
assists in making strategic decisions on how to communicate/engage with them. KI9 and KI11 
provided other examples that reinforce the importance of living consumers’ stories. 
 
We started our new communication strategy by entering researching what is happening 
at consumers’ level which formed a base for building our new concept… we need to 
know their stories so we can tell ours… depending on who the targeted consumer is 
and what story we intended to convey, the how of communication was customised at a 
later stage based on those two. (KI9) 
 
You can google positioning statements and work out how to do a brand promise, but 
we found if it is not influenced by whom you are actually targeting you will struggle to 
create a compelling communication strategy that resonates with your actual 
buyers. (KI11) 
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Key Informant 9 and KI11 support KI8 with regard to the need to understand consumer stories 
to develop a new brand communication strategy that connects with whom they are targeting in 
the marketplace. KI8, KI9 and KI11 suggest that their brands are acting more like human 
beings, engaging in two-way conversations between the brand and consumers. All three 
statements show that listening to and understanding the stories of the customers – their hidden 
motivations, beliefs and possible ways of living their lives – are critical to finding a fit, link 
and congruency between the brand and consumers’ worlds. Further, KI4 mentioned something 
that encapsulated why it is important to understand consumers’ stories and include them as an 
integral part of the brand story communication: 
 
People are asking all the time, where am I in that story? (KI4)  
 
Here, KI4 emphasises that today’s consumers expect to find stories that resemble aspects of 
their lives when brands communicate with them. The findings show that in order to develop 
such consumer stories and integrate them with the brand’s communication, there is a need to 
live and understand the stories consumers generate and share in the marketplace.  
 
Overall, the findings related to Leveraging consumer-generated stories show that a clear 
understanding of the ideal customer allows brand marketers to discover how their brand could 
act as a source of happiness for or even inspiration to their consumers, transforming their 
brand’s meaning from a mere commodity or tool to something that can illuminate and inspire 
their world, resulting in situations that allow the brand to leverage any future story created by 
those ideal customers. Understanding consumer-generated stories helps marketers to define the 
contexts of consumers’ lives. That helps in suggesting brand story context (and borders) that 
marketers can use to plot the intended story in the marketplace, and consequently, show people 
the value a brand can offer them. 
 
5.2 Summary of Comprehending the Backstory 
 
The Comprehending the backstory category represents the GCBPs’ standpoint with regards to 
the importance of understanding why their brands were created and how they reached their 
current market position. This category illustrates that comprehension of the backstory by 
decision-makers in the brand helps in planning and organising brand stories they want to 
develop in the marketplace. The findings reveal that the Comprehending the backstory category 
can be explained through two subcategories: Brand legacy, and Congruity of story value. 
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The findings demonstrate that creators of successful brands approach the creation stage of their 
brands with the mindset of serving a purpose bigger than themselves. They create their brands 
with the intention of creating brand legacies that live for generations to come. These findings 
are illustrated in the Brand legacy subcategory, which consists of two key ideas (or concepts); 
Brand legacy creation and Legacy guardians. 
 
The Congruity of story value subcategory showed the importance of the relationship between 
stories found and created in the brand’s world and those of the defined target consumers’ world. 
It explains the major steps the GCPBs took to create mutual value between their brands and 
their targeted consumers. The Congruity of story value subcategory comprises three key ideas 
(or concepts): Harnessing stories from the brand’s world, living the brand, and leveraging 
consumer generated-stories. 
 
5.3 Connecting Stories  
 
The Connecting stories category is about the key strategies the GCBPs adopt to communicate 
their brand stories in the marketplace. It takes the learnings from the Comprehending the 
backstory category (discussed above) and puts them into action to engage the target consumers 
effectively. The word ‘connecting’ is used to maintains the continuity of the ideas and 
processes discussed in the Comprehending the backstory category. It also signals a deeper level 
of communication that GCBPs employ to construct modern brand story strategies that 
persuade, engage and connect with their targeted consumers, making them brand advocates 
and active co-creators of the brand story. Three subcategories explain the findings of the 
Connecting stories category: Creating content in backstory context, Selecting effective 
channels, and Disseminating brand stories across channels. (Section 9.1.2.2 contains a 
discussion of the findings of this category with respect to relevant literature.) 
 
5.3.1 Creating content in backstory context 
 
This subcategory shows that GCBPs create new or updated/modified brand story content in the 
context of the learning gained from their brand’s backstory. GCBPs attempt to pull their 
targeted consumers toward the worlds of their brands and facilitate scenarios that allow 
consumers to immerse themselves in every piece of brand story. They do this mostly by 
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providing consumers with experiential brand stories – stories and experiences that engage all 
five senses and at the same time convey pieces of the brand story and values.   
 
We broke away from what is happening in the car lubricant industry by avoiding 
communications that focus on the functional benefits … If you don’t understand the 
young generation then you won’t be able to create a point of difference and you will 
play a me-too game… we succeeded in reaching our leadership position through 
creating the experiential direction of our brand… it’s hard to find visible differences 
between competing lubricants brands except under a lab test… interestingly, people 
still feel there is a difference in our lubricants compared to our nearest competitor 
because of the experience and perception we created in their minds… people are 
concerned with what they experience with your brand not what you say. (KI9) 
 
The statement above gives an example of how today’s brands are moving toward creating 
experiential brand stories to their consumers. KI9’s brand has moved from creating content 
that seems similar to that of competitors (especially when focusing on functional features) to 
creating experiential content (or stories) with which consumers can feel and interact. The 
statement implies that the younger generation of people who are entering the brand’s target 
segments have their own habits and needs. Comprehending their stories (which could be new 
to the brand) contributes to creating a better brand story. KI9 confirms indirectly that 
understanding the target consumers and the stories that happen in their lives allows the brand 
to create experiences that address what consumers value. That is, comprehending the idea of 
creating congruity between brand stories and consumers’ stories (as discussed earlier in this 
chapter under the Congruity of story value subcategory) enables the brand to differentiate itself 
from the competition. 
 
Sometimes misleading norms within industries can affect how consumers experience brands. 
For example, many brands in the fashion or beauty industries make communications that 
suggest to people that a certain behaviour or image is perfect for the target consumers. Brands 
communicate images of so-called 'size zero' models and 'flawless' facial skin; however, brands 
invariably manipulate their models' pictures to create 'unreal' images in peoples' minds. Such 
misleading brand communication strategies can create mental barriers within potential target 
consumers that deter them from trying or experiencing the brands’ products or services. The 
findings show that brands that succeed in reversing (or adequately capitalising on) such 
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misleading norms can create a better brand–consumer experience that contributes to brand 
story content that interests the target consumers. For instance, KI3 and KI4 said: 
 
I believe Dove is an example of a fairly innovative brand story… it has undertaken some 
fairly public campaigns promoting beauty for women, campaigns around removing 
Photoshop imagery, images of women of how they look naturally – that allowed them to 
communicate an interesting brand story… it touches the individual experiences at the 
consumer level. (KI3) 
 
The ‘real women’ campaign by Dove is an example of how marketers used an approach 
of utilising market realities … they’ve said, let’s use real women and tell everyone we are 
using real women rather than fake models… when you ask someone on the street, you’ll 
find answers along the lines of ‘I buy Dove because they are supporting real women and 
telling stories of them’. (KI4) 
 
Key Informant 3 and KI4 considered communicating fake (airbrushed or Photoshopped) beauty 
models’ images as a misleading norm, and both mentioned Dove as a brand that had managed 
to capitalise on that norm to communicate a new set of stories that resonates with many of its 
consumers (and maybe attracts new ones). It is evident from KI3 and KI4’s quotes that a brand 
could benefit from rejecting the misleading norms commonly shared among consumers – find 
what they consider sensitive ideas or beliefs and thereby turn something felt to be ‘not right’ 
in the market to the brand’s advantage. KI3 and KI4 implied that the immersion of a brand’s 
target consumers in the brand story might involve turning shared stories from ones that are 
uncomfortable and unrealistic (such as the airbrushed images and size zero bodies that 
represent hardly anyone) into ones they love to experience and be part of.  
 
5.3.2 Selecting effective channels 
 
The findings of the Selecting effective channels subcategory show that to create an adequate fit 
between brand stories and the communication channels that carry them, brand marketers must 
keep the following concepts in mind. First, there is no such thing as the ultimate communication 
channel; each brand story creates an optimum level of consumer immersion in the brand’s 
world once the ideal target consumer and the media through which they consume and share 
their stories about their experiences with the brand are identified (the earlier idea of Leveraging 
consumer-generated stories demonstrated under section 5.1.2 connects to this point). Second, 
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the decision on which channel to use to convey the brand story should come from strategic 
decisions about the meanings of the story a brand wants to create. Third, marketers need to 
align themselves with any predefined industry-based communications standards/rules; the 
analysis indicates that each industry has its own communication and etiquette that its 
consumers expect to be followed when they interact with the brand.  
 
The following examples by KI3 and KI8 encapsulate the first and second ideas indicated above 
(i.e., no ultimate or universal communication channel that fits all brands to convey their stories, 
as well as the decisions on which channel to select by brands to convey their stories). 
 
Each brand should have strategic direction around the meanings of the story they want to 
create … looking at the possible and relevant channels to reach their target market is part 
of that direction. (KI3)  
 
Whether you choose traditional or digital channels, or any touch points, they are only 
mediums that help you translate what you’ve already learned from your consumers across 
different touch points that can deliver your message. (KI8) 
 
These statements indicate that decisions regarding the selection of communication channels 
are influenced by the story a brand is trying to create based on understanding their current 
target consumers. Both KI3 and KI8 believe that a brand story must be expressed in a way that 
fits each piece of communication marketers use in the marketplace to create a meaningful story 
around their brands. Moreover, their statements show that the decision on which channel to use 
to convey the brand story should come after strategic decisions about the story a brand wants 
to create. Both KI3 and KI8 support this order in the process of creating a compelling brand 
story within the lives of consumers.  
 
With regards to the third idea, the analysis shows that each industry has its own communication, 
etiquette and that its consumers expect that etiquette to be followed when they interact with the 
brand.  
 
In our industry, we have a predefined set of strategies for our brand that addresses our 
learnings on how and where people would like to hear from a brand like us. (KI1) 
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Luxury brands’ fans would like to hear about their brands in certain channels and certain 
ways, and choosing the theme of approaching them is kind of similar between competing 
brands, if not identical… why do you think luxury brands are fighting and booking several 
months in advance (in some cases years in advance) that first page of that big famous 
luxury magazine?… genuine buyers actually expect to receive new stories from their 
beloved luxury brands there. (KI7) 
 
Key Informant 1 and KI7’s statements show that they are complying with etiquette in 
constructing their communication strategy. KI7 conveyed the idea that the selection of a 
communication channel is influenced by predefined target consumers’ preferences about 
following and updating themselves on stories of brands through certain mediums. Both 
statements share the idea that the targeted consumer expects to meet the brand through certain 
channels with certain sets of messages. The findings show that acting on the three ideas 
outlined above allows marketers to increase the quality of the connection between consumers 
and brand stories.  
 
5.3.3 Disseminating brand stories across channels 
 
The findings of the Disseminating brand stories across channels subcategory show the 
importance of integrating multiple communication channels to allow the brand story to 
permeate through the marketplace. The subcategory acknowledges the challenges of digital 
platforms (e.g., Facebook, Instagram and Snapchat) and the ways people access them (e.g., 
through a desktop computer, laptop, tablet or smartphone). The findings show that brand 
marketers need to delineate the ‘total experience’ they want to build amongst their targeted 
consumers with their stories to determine the right blend of communicational channels, tools 
and platforms. Disseminating the brand story strategically across multiple channels avoids the 
argument about one channel’s superiority over another (i.e. online/modern versus 
offline/classic). The findings indicate that the choice of channel is specific to the type of brand–
consumer relationship.  
 
When I think about our story and the current online revolution, I would say it’s 
becoming a science and duty… the web with all of its social networks is giving us the 
opportunities to spread out our brand, our values, send our products to more people… 
in that respect it’s a great opportunity to touch more people… but then it creates sort 
of a positive pressure, because we know that everything we do, everything we say, will 
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be screened and checked by people… as technology grows, the brand community 
requires more from us, more accuracy and precision … it’s a pressure where we have 
also to accept the criticism and to be criticised, and also a great tool for us to go on 
trying to be better and fit more with the customers’ needs and requirements… what’s 
happening over the web is really kind of a second engine for the company: it’s really 
multiplying all the efforts we can do in the non-connected life. (KI5)  
 
Key Informant 5’s statement illustrates that the digital age has forced marketers to find new 
methods for translating brand initiatives into opportunities that can spread stories about their 
brands, increase brand awareness and create brand offerings that consumers value. KI5 
acknowledges that new opportunities come with new responsibilities, and fulfilling these had 
become a duty rather than merely an option. KI5 revealed that his organisation was 
experiencing several benefits from utilising the digital space to ‘touch’ more people – implying 
a deeper involvement than simply ‘reaching’ them.  
 
KI5 also implies that the brand was able to make positive changes with different consumers 
even without employees’ physical presence, and perhaps that was one of the challenges that 
created pressure (which KI5 classified as positive) on the brand management team. KI5’s use 
of the phrase ‘positive pressure’ suggests that managers who can comprehend the benefits of 
utilising new communication channels (especially in the digital world) to create new touch 
points with consumers allow brands to continuously develop/improve their brand stories and 
create better brand–consumer connections. 
 
KI5 describes the web as a ‘second engine’ for multiplying brand efforts. Championing the use 
of the internet and related technologies for connecting the brand story with people’s lives is 
typical of a contemporary brand management team. The idea of connectivity is key to the 
utilisation of online channels. Brand management can be portrayed as a vehicle with two 
integrated ‘engines’ – the traditional and online channels – that together increase the vehicle’s 
speed towards the desired destination. That is, when executed correctly, a brand using diverse 
communication platforms for its story can reach a target group of people faster than brands 
which stick to traditional channels. Furthermore, several research participants mentioned the 
value of using digital platforms to connect with young consumers. For example, KI7 said:  
 
When it comes to effective communication tools to reach contemporary consumers in 
Saudi Arabia, I found from my experience that various internet platforms are playing a 
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major role, especially by knowing that half of the Saudi population is under thirty years 
of age … this young generation is on top of the new technology and gadgets and they are 
literally on the go … connectivity is everywhere, spending on above-the-line 
communications is going down, newspaper is going down, spending on their internet 
equivalents is growing around double digits every year… this trend is dominant nowadays 
and it’s controlling brands’ spending in the market.  
 
KI7’s statement implies that brands are rapidly shifting towards disseminating their brand 
stories on digital platforms. Again, where the target consumers spend time and share their 
stories (about their lifestyle and consumption behaviour) influences the brand’s choice of a 
specific platform or channel; KI7 spoke about his recognition that a huge chunk of the Saudi 
population is less than 30 years old and very internet-oriented. The quote above points towards 
the important of creating better connectivity and a two-way conversation with consumers.  
 
The analysis shows that some GCBPs are adopting ‘multiscreen’ channel integration rather 
than channel elimination: this means that, for example, rather than eliminating TV spending 
and initiatives, practitioners look at optimising and integrating TV communications with those 
on other screen-based platforms, such as mobile phones and social media (e.g., YouTube). For 
instance, KI9 stated:  
 
Recently, we started following a multiscreen marketing strategy … let’s say you are 
watching The Voice show on TV and when our ad pops up there, the same ad is going to 
be available on your mobile screens on the platform you are using at the same time… the 
same happens when we create a TV ad and then you watch that YouTube instead of the 
TV… we know that TV engagement is changing more than before; not everyone is having 
interactive TV; for that we use the TV to provide a call of action as go and visit our 
website… in my opinion, TV is still good for brand building and mobile is experiential – 
let them see it live in TV and immediately experience it on their devices.  
 
Key Informant 9’s statement indicates that their brand is combining traditional communication 
channels with digital ones. However, the statement implies a challenge in identifying and 
linking such channels in relation to the order of consumption. KI9 elaborated: 
 
I’m trying to avoid being repetitive and say that effective communication platforms are 
found within the social media space, as what many people would say, it’s really not about 
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that, it’s about the total experience, I mean it’s an evolution – once you define who your 
target audience is, if you are targeting my grandfather then it’s a different story than if 
you were targeting my son. Accordingly, you have to look at where do they spend their 
time, what do they do … though if I took one medium, such as the TV, and hammered 
continuously on that, it’s not so effective as before … People are evolving to have multiple 
screens in one, two screens in one; people are more and more into multitasking; by putting 
that into perspective, I would really say it depends on the target audience, and based on 
that I would have a look at the proper platforms to answer my question of how I can build 
more effective stories.  
 
Key Informant 9’s statement indicates that brand marketers should delineate the ‘total 
experience’ they want to build amongst their targeted consumers to determine the right blend 
of communicational channels, tools and platforms. In doing that, properly defining the ideal 
target consumer remains crucial, whether for creating story content or for disseminating it 
across brand–consumer touch points. Millennials might keep their TV screen on while 
watching a program on a tablet, have a music video playing on a mobile phone, while 
communicating with friends on social media using a personal computer. Such behaviours are 
linked to KI9’s use of words like ‘it’s an evolution’ when talking about the total experience. 
 
Overall, disseminating the brand story strategically across multiple channels avoids the 
argument about one channel’s superiority over another (i.e., online/modern versus 
offline/classic). The findings indicate that the choice of channel is specific to the type of brand–
consumer relationship. As discussed earlier in this chapter under the Congruity of story value 
subcategory, the area of value that spans the brand’s and consumers’ worlds plays a vital role 
in the selection of communication channels. When consumers experience pieces of the brand 
story through interacting with brand messages in various communication channels, compelling 
brand stories are forged in their minds. 
 
5.4 Summary of Connecting Stories 
 
The Connecting stories category illuminates how the GCBPs of this research think and go 
about communicating their brand stories in the marketplace. The findings show that GCBPs 
take the learnings from the Comprehending the backstory stage and put them into action to 
engage the target consumers and connect with them on an emotional level. The word 
‘connecting’ used in this category to signal a deeper level of communication that GCBPs tried 
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to demonstrate how they are practising brand story strategies that can persuade, engage and 
connect with their targeted consumers. Three subcategories merged in the findings to 
collectively illustrate the Connecting stories category: Creating content in backstory context, 
Selecting effective channels, and Disseminating brand stories across channels.  
 
The Creating content in backstory context subcategory’s central idea is to align the 
communication of current and future brand story content with its backstory in ways that interest 
the targeted consumers and provide experiential brand stories. The Selecting effective channels 
subcategory is a step that comes after a brand’s decision-makers decide on the brand story (or 
set of stories) they want to develop in the marketplace and before they start disseminating their 
brand story across communication channels. It outlines three ideas (or concepts) that allow 
marketers to increase the connection quality between consumers and brand stories. The 
Disseminating brand stories across channels subcategory shows that marketers should dismiss 
arguments about one channel’s superiority over another, and the choice of the best channel 
depends on the nature of the brand–consumer relationship and the fitness/alignment of story 
value (e.g., as indicated in section 5.1.2) that spans the brand’s and consumers’ worlds. 
 
5.5 Shaping Brand Story Authenticity 
 
The Shaping brand story authenticity category shows that the authenticity of brand 
communications is crucial to creating and maintaining a compelling brand story. This category 
demonstrates GCBPs’ perspectives on brand story authenticity, as well as how they strategise 
their brand–consumer connection in their markets for legitimate brand stories. Four 
subcategories demonstrate the Shaping brand story authenticity category: Being true to the 
‘why’ behind the brand, Capitalising on brand longevity, Honesty of brand marketers, and 
Compelling communication tone. (Section 9.1.2.3 positions the findings for this category in 
relation to the literature.) 
 
5.5.1 Being True to the ‘Why’ Behind the Brand 
 
The Being true to the ‘why’ behind the brand subcategory indicates that maintaining the main 
reason(s) behind brand creation is at the heart of shaping brand story authenticity. These 
reasons are crucial sources of inspiration for the construction of a diverse range of story pieces 
about the brand, and aligning each communicated story piece with the reason why the brand 
was created is key to shaping a strong perception of authenticity that can stimulate better brand–
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consumer connection. This subcategory considers the findings and learnings demonstrated in 
the Core reason for brand inception category (section 4.2.1) vital to shaping brand story 
authenticity. The findings also show that every organisational department is responsible for 
delivering story pieces that – when combined – form a robust and authentic brand story that is 
faithful to the idea behind brand creation. 
 
I believe one of our [points of] uniqueness is that we own our organic fields that provide 
us with most of what we need to create our products […] we own our R&D laboratories 
that employ over a hundred researchers […] we’ve developed our patented technology 
to extract specific ingredients from the plants without destroying their efficacy […] we 
have our ethnobotanists travelling the world for science and new plants, they spend a 
quite good time with people around the world to learn from their traditional knowledge 
[…] our connection with other botanical gardens and researchers in the world allows 
us to exchange new techniques and expand the shared knowledge […] putting all of 
that together gave us the opportunity to develop our patented beauty products that 
enforced our position as one of the world’s leaders in botanical beauty, all of that 
aligned with the story of how and why our brand was created. (KI5) 
 
Key Informant 5’s quotation indicates that staying true to the story of brand creation contributes 
to shaping the authenticity of the brand. Reinforcing/nurturing the uniqueness of the brand’s 
operational process strengthens the authenticity of the brand story. KI5’s quotation shows that 
his brand has evolved its processes to reflect the story of its founder. KI5’s interview transcript 
contains numerous references to the founder’s brand creation story. The founder had lived in a 
village where botanical ingredients were plentiful, and collected and studied them, encouraged 
by a grandparent. The founder developed a unique set of botanical treatments to cure a specific 
disease, and his products rapidly become popular not only in his village but across the nation.  
 
What is evident from KI5’s story about the brand founder is that a big part of the founder’s 
initial process is still being practised by the brand today. For example, the founder’s village 
was surrounded by fields full of botanical ingredients; the brand continues to own and maintain 
extensive organic agricultural holdings. The founder performed his own botanical research; the 
brand has its own R&D laboratories and researchers (unlike many beauty brands, which 
outsource R&D to third parties). Even today, the brand’s employees are travelling across the 
world seeking traditional knowledge, just as the founder sought traditional knowledge from his 
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grandparents. Producing and patenting a new formula is strong proof of the authenticity of the 
development process of the brand’s products.  
 
5.5.2 Capitalising on Brand Longevity 
 
The findings of the Capitalising on brand longevity subcategory show that information about 
the longevity of a brand contributes to shaping its perceived brand story authenticity. For 
instance, well-established brands use phrases such as ‘since 1818’ or ‘established in 1950’ to 
signal to consumers that the brand has existed for a long time and by implication is successful; 
it has systems in place that have proven to be beneficial to the brand and its consumers during 
the brand’s lifetime, making it trustworthy in the marketplace. The findings indicate emphasis 
on articulating the brand's foundation year, and the expertise found within the brand that 
accumulated since. For example, KI5 stated: 
 
Stating the year of brand creation shows that they have deep roots of more than fifty 
years … it’s a way to express that their expertise is not new along the path they’ve 
taken. … In the nineteen-fifties they were at that time the creators of botanical beauty, 
and I believe they were and still are the pioneers in that field of knowledge, and then 
botanical beauty is what their expertise is bringing to the market … it’s not kind of a 
synthetic beauty; I would say the power of botanical science and expertise, and that’s 
how I see they were able to expand that signature.  
 
Key Informant 5 believes that a compelling brand story capitalises on the brand’s year of 
establishment, as it contributes to putting stories about the brand into context. He also believes 
that the foundation year reflects the brand’s expertise in its space and offers proof of pioneer 
status (if applicable). For example, the brand’s foundation year and value proposition can be 
expressed through various manifestations of the brand’s visual identity. KI5 asserted that the 
brand’s date of establishment acts as an additional ‘reason to believe’ factor, explicitly allowing 
consumers to form an association with the history and heritage of the brand. KI5 also implied 
that a well-crafted value proposition statement should summarise the essence of the brand story 
to reflect the real reason behind brand existence, which was instilled in the brand by its founder. 
KI9 supported what KI5 said: 
 
I didn’t have to worry … about the authenticity level of my current and previous brands 
as both have been in the market for more than fifty years […] anything I do is consistent 
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with the brand’s system […] I start to worry when the competition becomes high and 
my competitors start to gain market share, especially by engaging in a tactical aspect, 
and [it is] there where I feel that our story authenticity needs more attention by our 
team.  
 
Key Informant 9’s statement supports the idea that a long-established and reputable brand has 
better brand story authenticity. KI9 signals a challenge for brand marketers (especially new 
ones) to maintain brand story authenticity, particularly when their brands find themselves in a 
tactical communications war (e.g., a price promotion war). KI9 implies that the challenge is in 
aligning the objectives of each tactical campaign with the brand’s long-term strategy. Hence, 
brand story authenticity can be taken to mean maintaining the brand’s reputation based on its 
longevity, by adhering to the brand strategy, the organisation’s accumulated market expertise, 
and systems deployed in the marketplace and proven to serve the brand’s purpose over the 
years. 
 
5.5.3 Honesty of brand marketers 
 
The findings demonstrate that the honesty of brand marketers contributes to shaping authentic 
brand stories. In this study, ‘honesty’ refers mostly to communicating stories about the brand 
without fabrication. The findings also show the importance of authoritative endorsements in 
bolstering the credibility of the marketer’s claims. However, sometimes brand authenticity can 
be achieved simply by being honest about what the brand can offer. The findings show that 
brand marketers have special importance in this respect, as they can control important 
communications initiated from the brand and spread them inside the brand (e.g., across 
departments) or outside the brand (e.g., with consumers). What brand marketers (especially 
brand managers) convey can act as a foundation for other organisational departments and major 
business plans. For example, KI6 asserted: 
 
Our honesty as trade marketers depends strongly on what is communicated to us 
through the brand manager […] we develop our campaigns’ communications by 
incorporating the brand manager’s directions […] in some cases we need to emphasise 
in our interaction with people in-store that our products are healthy. But, are they 
healthy? Some people believe they are not, but I believe they are healthy […] we know 
that based on medical research and a certification from the Saudi Food and Drug 
Authority that is communicated to our department by the brand manager.  
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Key Informant 6 argues that being honest entails communicating accurate information and 
having the endorsement of a legitimate authority. Such honesty in communication (bolstered 
by official support, such as the certification from the SFDA mentioned above) provides trade 
marketers with legitimacy, giving consumers more reason to believe the brand’s claims. KI6’s 
statement suggests that persuading the brand’s audience is more likely to happen when the 
brand’s marketers combine precise information underpinned by approval from a trusted source 
(e.g., a government or other trusted authority).  
 
Honesty about what the brand can offer can be accompanied by a mechanism to evaluate 
consumers’ perceptions of the brand offering. KI3 responded as follows when asked about his 
brand story authenticity:  
 
We are quite honest with our prospective clients; we tell them exactly what we do and 
what we don’t […] our engagement process with them has end benefits that can be 
measured and evaluated.  
 
KI3’s statement implies that practising what you preach is what constitutes brand story 
authenticity. Evaluating brand–consumer projects with a predefined set of measures and 
expected outcomes is beneficial for both sides, because each side knows in advance what to 
expect from such engagement.     
 
A statement from KI5 (quoted in the previous subcategory: Being true to the ‘why’ behind the 
brand) about the uniqueness of the brand process is similarly linked to the honesty of brand 
marketers. KI5 stated that his brand marketers are responsible for representing their brand 
process to the public in a persuasive way. For KI5, being persuasive in communication does 
not mitigate against honesty. Rather, it means presenting information that is relevant to brand 
consumers in a straightforward and convincing way.  
 
5.5.4 Compelling Communication Tone 
 
The findings of the Compelling communication tone subcategory reveal that communication 
tone is mostly related to the adopted voice of the developed brand character (written or spoken 
words) that communicates to brand consumers. Having a compelling communication tone – 
meaning a tone that awakens consumers’ interest and admiration in an influential way – for the 
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brand story persuades people to connect with the brand and believe in its story messages. The 
findings highlight three key techniques GCBPs adopt to communicate brand stories with a 
better communication tone: adopting a humanised tone; adopting an appropriate story genre; 
and adjusting visuals.  
 
One of our peanut butter campaigns was tailored toward school kids and the message 
was around being a hero kind of character with peanut butter […] our tone was 
adjusted in a way that enabled the kids to feel that we were unlocking their hidden 
power […] boosting their energy when they go to school […] we even portrayed in a 
creative execution of the same campaign the image of peanut butter being more helpful 
and useful in providing kids with energy than fatty cheese in breakfast. (KI6) 
 
Key Informant 6 indicates that brand tone is linked to the developed character, be it a character 
that represents the brand or a specific marketing campaign. The statement shows that the brand 
tone is part of the persuasion arsenal for the constructed story. KI6’s brand is competing with 
other brands to win the largest share of the children’s breakfast market. At first, it used a 
compelling tone from a developed superhero character to attract kids’ interest in their products 
and how they are useful for them. Then, it used the same character with an adjusted tone to 
explain their products’ superiority to those of their competition, as evident in the last sentence 
of KI6’s quote.      
 
Analysis showed that interviewees believe that a character with a dictatorial tone (dictating to 
consumers about what to do) is perceived negatively by contemporary consumers, and it has 
unwanted consequences in terms of how the brand story is constructed in their minds. In 
contrast, a character with the tone of a friendly adviser (empowering consumers to make their 
own decisions) is perceived positively. KI8 stated: 
 
I train my brand team to think about authenticity as if we were just another person 
talking to our consumers [...] in the past, we used to use a chef wearing a white coat 
and telling her this is the right way of doing things, and our brand gives you the best 
solution for that […] it is very much dictating to her what she should be doing; as a 
result of her failing, we are coming as a brand to turn around that picture and help her 
save the day […] today, we talk differently, our campaigns are all about the idea of 
inspiring and empowering her, conveying to her that you have much more inside you 
[…] we tell her that we see you differently, when you tuck your child into bed and are 
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singing to him, you are a musician, we see you with your husband playing video games 
and you are an Iron Woman, when you are having a good time with your kids you are 
an adventurer.  
 
KI8’s statement shows that the brand understands how contemporary consumers want the 
brand to speak to them. KI8 implies that to build an authentic brand story, the brand tone should 
be genuine; the brand character must communicate with consumers in a caring voice, like a 
real person who speaks with honesty, transparency and a high level of emotional intelligence 
to inspire and empower the consumer.  
 
The following subsections demonstrate the three key techniques (highlighted in the first 
paragraph of this subcategory) that enable research participants to apply a better and more 
compelling brand story communication tone in their markets.  
 
5.5.4.1 Adopting a Humanised Tone  
 
This technique entails brand managers aligning their brand communication tone with their 
predefined brand personality and its developed character, instead of adjusting it to suit the 
brand’s size (i.e., a small, medium or large enterprise). The data suggest that delivering brand 
communications and its associated tone as if they were coming from a real, authentic 
(humanlike) character who cares about others is key to this technique. The research data 
supports the idea that correlating the brand tone with the brand’s operational size does not help 
management to create a compelling brand story association in the market. For example, KI8 
mentioned: 
 
As a marketer, I don’t see a correlation between the brand tone and its size, it depends 
on what the brand is, what does it stand for […] think of Harley Davidson, it’s a very 
rebellious brand, talks in a very extreme way, and that’s a huge brand people love and 
recognise […] it’s how this brand talks make the difference […] take that same style 
and attitude and put that in another brand, irrespective of being big or small, if it 
doesn’t fit the brand and how it should be acting […] people will start feeling this 
brand is not what it is […] so the brand size itself does not determine its tonality in my 
view.  
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Here, KI8 implies that understanding the brand personality, its character and its purpose give 
its brand manager better control over the tonality of the brand. Shaping brand story authenticity 
through understanding the self (in this case the brand) is a prerequisite for strategising how to 
communicate with the target audience. KI8 spoke about Harley Davidson as if it was a person, 
talking and engaging with its community in a tone that everyone listening feels is reflecting its 
personality.  
 
5.5.4.2 Adopting an Appropriate Story Genre 
 
This technique is about adhering to the social norms of a specific communication genre (e.g., 
mystery, fantasy or romantic). Transcript analysis demonstrated that the constructed brand 
personality and associated communication tone need to have an assigned communication genre 
that makes the brand story recognisable to its audience. The adopted genre contributes in 
building a desirable brand story with a specific tone that makes targeted consumers proud to 
be associated with that brand. The findings support the contention that each genre has certain 
modes of communication that set specific contexts and reflect the tone of the story a brand 
manager wants to convey to the audience; misaligning the brand tone with the chosen story 
genre reduces the authenticity of the story and causes confusion.  
 
Adopting a genre of brand story communication is not a practice exclusive to brand managers, 
it is a communication style that permeates all levels of the organisation, including all 
communications coming from business executives. Comprehending this technique adds to 
brand story authenticity. KI9 gave a real-world example about a successful brand in the 
diamond industry; all it took to damage the authenticity, image and sales of that brand was for 
the CEO to respond unthinkingly to a question from a conference audience about why people 
buy the jewels of that brand. According to KI9, the CEO’s answer was along the lines of 
“because it’s total crap!” KI9 explained: 
 
I know he was trying to make a joke, but his joke backfired aggressively on him, because 
it’s outside the context of the diamond conversation genre [...] you know, the perception 
of diamonds is about luxury and people would like to have something that they are 
proud of […] they costs thousands of dollars and people don’t want to wear something 
crap! […] what you say does matter and should be relevant to your brand, should 
appeal to your target audience […] that does not mean we need to be very traditional 
in our communication approach […] we can still explore new territory and new 
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directions to create an exciting experience, while maintaining the brand guidelines in 
setting the right tonality that we need our consumers to associate with our brand.  
 
People attended the conference mentioned above in the expectation of hearing messages that 
reflected a luxurious experience and would increase their pride in being part of that brand. 
Unexpectedly, the CEO communicated in a manner that was totally out of context and harmed 
the brand. It was as if they had gone to hear a chamber orchestra and without warning, in the 
middle of the concert, a heavy metal band started to play. The point is not that the orchestra is 
‘good’ and the heavy metal band ‘bad’, but that people who attended the conference did not 
sign up for the latter product. KI9’s statement implies that while brands can explore new 
combinations of communication genres, the new brand story tone should still be desirable and 
relevant to the audience, so must be based on a thorough understanding of the target audience 
and their likes and dislikes. 
 
5.5.4.3 Adjusting Visuals 
 
The findings show that brand story and its associated authenticity are complemented 
(sometimes developed) by the visuals communicated by a brand. The analysis shows that like 
written text or sounds, visuals can have a potent effect in signalling essential aspects such as 
the brand tone and personality and allow people to comprehend the intention of the brand’s 
communication. 
 
You need to be clear about how you communicate your brand personality and be able to 
describe that in words, colours, tone, voice and whatever. It is a visual world on the 
internet, and you need to make sure everything you communicate goes well with your 
intended personality for the brand. (KI11) 
 
Visual storytelling is a whole set of visual representations, from the frontline staff, to 
everything people see when they interact with us, the business card, the ad we do, the 
thickness of the paper, the cars we have... all of that have to be aligned with the story 
we want to communicate. (KI4) 
 
The analysis indicates that combining collections of visuals with various forms of brand 
content improves brand story comprehension, hence nurturing aspects of the brand experience 
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and its authenticity. The analysis supports the contention that GCBPs consider visuals an 
integral part of the whole brand story. 
 
5.6 Summary of Shaping Brand Story Authenticity  
 
This category’s findings support the importance of brand story authenticity to building a 
compelling and legitimate brand story in the marketplace. The Shaping brand story authenticity 
category demonstrates GCBPs’ major standpoints with regards to interpreting the meaning of 
‘brand story authenticity’, as well as how they strategise their brand-consumer communication 
to enhance consumers’ perception of the authenticity of the brand story. Four subcategories 
emerged during the data analysis stage to illustrate the Shaping brand story authenticity 
category: Being true to the ‘why’ behind the brand, Capitalising on brand longevity, Honesty 
of brand marketers, and Compelling communication tone. 
 
The central idea of Being true to the ‘why’ behind the brand was about staying true to meanings 
behind stories that depicts the ‘why’ of the brand  and utilise that as a source of inspiration to 
expand the brand story or develop stories that match the principal reason behind the creation 
of the brand. The findings show that Being true to the ‘why’ behind the brand has a tight link 
to the story of brand creation by its founder(s) (demonstrated in the Core reason for brand 
inception category of Chapter 4). The capitalising on brand longevity subcategory 
demonstrated the importance of emphasising the brand’s longevity to signal to consumers that 
the brand has existed for a long time and therefore is successful.  
 
The Honesty of brand marketers subcategory evolved around marketers communicating stories 
about their brands without fabrication. It showed that marketers have the power to control 
communications initiated by the brand and spread them within and outside their brands, which 
affects the brand story’s authenticity in the market. The Compelling communication tone 
subcategory indicated that the communication tone of the adopted voice of the brand character 
contributes to persuading people to connect with the brand and believe in the authenticity of 
its messages. The findings reveal three key techniques used by GCBPs to create more 
compelling brand story communication tone in the market: adopting a humanised tone, 
adopting an appropriate story genre, and adjusting visuals.  
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5.7 Chapter Summary 
 
This chapter presents the second theme of the developed PLBS model – the Living and telling 
brand story theme. Three key categories that consist of multiple subcategories and ideas are 
used to illustrate the theme of this chapter. Comprehending the backstory is the first category 
of the Living and telling brand story theme, and is demonstrated in detail in section 5.1, then 
summarised in section 5.2. Section 5.3 illustrates Connecting stories categories, and section 
5.4 provides a summary of them. The third key category is Shaping brand story authenticity; 
its findings are provided in section 5.5, then summarised in section 5.6. 
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6 Chapter 6 Findings: PLBS Model – Evaluating Brand Stories 
 
Evaluating brand story is the third theme of the PLBS model (described in Chapter 6). The 
findings related to this theme emphasise that the brand story evaluation process is brand 
specific; the determinants of the success of a brand story vary between brands. The GCBPs 
interviewed for this study described applying multiple strategies to assess the success/failure 
of their brand stories. Sometimes their evaluations are geared toward the content and messages 
their brand stories are conveying to consumers; other times they evaluate their brand stories by 
treating ‘brand story’ as a synonym for ‘brand’, thus evaluating the performance of the entire 
brand in the market. Two key categories represent the findings of this theme: Evaluating the 
resonance of brand story content/message, and Evaluating brand story’s effect on brand 
management decisions. Figure 6.1 shows the Evaluating brand stories theme, its associated 
categories and subcategories that emerged from the analysis. 
 
This chapter comprises: 
• section 6.1, which demonstrates the Evaluating the resonance of brand story 
content/message category;  
• section 6.2, which explains the Evaluating the resonance of brand story 
content/message category; 
• section 6.3, which illustrates the Evaluating brand story effect on brand management 
decisions category; 
• section 6.4, which explains the Evaluating brand story effect on brand management 
decisions category; and  
• section 6.5, which summarises the chapter. 
 
 
 
 
 
 
 
 
 
 117 
Figure 6.1 The Evaluating brand story theme 
  
 
6.1 Evaluating the Resonance of Brand Story Content/Message 
 
The Evaluating the resonance of brand story content/message category incorporates the 
GCBPs’ perspectives with regard to evaluating the effect and resonance of the content and 
messages of their brand story communication initiatives in the marketplace – particularly those 
geared toward target consumers. This category comprises seven subcategories: 
• Market stories about brand's reason for existence; 
• Humanised brand character; 
• The emotional alignment between brand story and consumers’ stories; 
• Brand story pieces reach and impact; 
• Communication consistency; and 
• Evaluating authenticity. 
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These subcategories are discussed in order below. Also note that sections 9.1.3.1–9.1.3.5 
contain discussion of the findings of these subcategories with reference to the literature. 
 
6.1.1 Market Stories About Brand's Reason for Existence 
 
The findings revealed that evaluating a brand story includes an evaluation of its alignment with 
stories surrounding its purpose and reason for existence. That entails evaluating shared stories 
about the brand in the marketplace and comparing the outcomes with the story that the brand 
is trying to tell. For example, KI11 stated: 
 
I think a successful brand story is often when someone has a unique perspective on an 
industry and they see a problem and then come up with a new way of solving it… FedEx 
saw busy businesspeople want a product delivered with certainty overnight… they 
asked how do we fix that, well we create an amazing overnight delivery service… so 
that story resonated with the pain that people had, that’s why people gravitate to it and 
‘got’ it. 
 
KI11’s statement indicates that the creator of the FedEx brand found a gap in the market that 
was creating pain for business consumers – a core reason for the brand to exist. Evaluating how 
such a story has been articulated in the marketplace and checking if current shared stories about 
the brand reflect the reality behind it (i.e., its purpose and reason for existence) are all part of 
evaluating the overall brand story.  
 
The collected data suggest that a brand’s value proposition strongly represents a big part of the 
brand story’s reason for existence, regardless of whether that value proposition is being 
communicated explicitly or implicitly by its brand. For instance, KI8 implied that 
comprehending possible meanings of the brand’s current value proposition is a prerequisite for 
evaluating the story a brand is trying to convey, which also influences changes in the status 
quo of the brand communications. KI8’s statement below implies the necessity to evaluate 
managerial proclamations about what the brand stands for. For KI8, the answer is depicted in 
the brand’s value proposition and its communication to people in the marketplace through time: 
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When I started handling the brand I looked at what the brand stood for, I looked at the 
value proposition statement […]; it’s a nice statement I thought, made me feel the brand 
is being supported, but I felt something was missing.  
 
Key Informant 8’s quote also shows that questioning the goal of the crafted value proposition 
statement and determining whether it is supported by top management is critical to evaluating 
the brand story and its success/failure. KI8 implies that the value proposition says something 
about the brand story. KI8 indicated during the interviewing process that the brand’s 
management subsequently changed the brand communication strategy, and during that exercise 
they developed a new value proposition that reflected their brand purpose more accurately. The 
findings indicate that re-evaluating the brand’s value proposition (as described by KI8 above) 
forces brand members to consider the stories and reasons behind how their current brand story 
was formed, who created it, and why management thought it was suitable.  
 
The interviewed GCBPs suggested two possible approaches to evaluating the alignment of the 
brand story and the brand’s reason for existence: an inside-out approach, starting the evaluation 
and analysis from within the brand (i.e., looking at the stories behind the brand creation 
process), and an outside-in approach, involving investigation of consumers’ associations with 
the brand’s reason for existence. The findings show that regardless of which approach is 
adopted, GCBPs mined internal and external associations to identify discrepancies between the 
brand’s reason for existence depicted by the brand and what people think is the main brand 
story, and to evaluate shared stories between people in the marketplace to decide whether to 
keep or change the brand story.  
 
The findings of the Market stories about brand's reason for existence subcategory are linked 
to the findings presented in Chapters 4 and 5. For instance, this evaluation subcategory is linked 
to understanding the Core reason for brand inception category of Chapter 4, in which the 
reason behind brand creation and the brand founder’s story is at the heart of brand story 
meaning. It also connects with the Creating content in backstory context and Honesty of brand 
marketers subcategories of Chapter 5, in which marketers develop their brand stories 
communications based on the comprehension of their backstory and then communicate that 
without fabrication. 
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6.1.2 Humanised Brand Character  
 
The findings show that the degree to which the brand character represents a live entity (i.e., a 
person) that can resonate and connect with the targeted consumers is key to the performance 
of the brand story. GCPBs’ evaluations also included whether the brand is perceived as 
humanlike by its community, and how quickly the targeted consumer can realise that the brand 
character has a lot in common with their own character. For instance, KI8 stated: 
 
We engaged in an exercise of redefining the brand character; we started by saying it is 
an ‘expert brand with a touch of magic’ […] we kept on driving those elements until 
we defined a full framework of the brand that enabled us to relaunch the brand with a 
new identity with a new equity message with a new set of communications, all of which 
helped us to connect much more strongly with our consumers.  
 
KI8’s statement shows that evaluating the humanisation of the brand character can lead to 
redefining it. The brand character might have been part of the brand communication strategy 
guidelines or have been introduced by the brand founder. KI8 points toward the importance of 
introducing and communicating stories that resonate with the target consumers, and having a 
distinct humanlike brand character helps in enhancing such communication. 
 
The brand character influences how its brand communicates its stories to the identified target 
market, irrespective of the brand’s size. KI9 affirmed: 
 
Regardless of the size of my brand, my brand character that I want to build [strongly 
influences] my adopted communication strategy. 
 
Key Informant 9's statement indicates that the brand character plays a critical role in 
maintaining harmony in the brand communication strategy. KI9 explained during the interview 
that marketers should not fall in the trap of using a superior tone with consumers just because 
their brands are large (e.g., multinational brands), and recommended that marketers isolate the 
actual size of their brands from their developed brand characters.  
 
The Humanised brand character subcategory connects with other findings of the PLBS model. 
For instance, it connects with the Humanising the brand subcategory under An approach to 
brand management category of Chapter 4, in that GCBPs make efforts to think of their brands 
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as human beings in ways that help them to comprehend the story of their brand and empathise 
with their brand characters. The Humanised brand character subcategory also connects with 
the Compelling communication tone subcategory of the Shaping brand story authenticity 
category of Chapter 5. Findings indicate that GCBPs place importance on aligning their brand 
communication tone with the humanised personality they have developed for their brand. This 
idea supports the importance of the ongoing evaluation of how humanlike the brand character 
is perceived to be by consumers.  
 
6.1.3 The Emotional Alignment Between Brand Story and Consumers’ Stories  
 
This subcategory is about evaluating the degree of emotional alignment between stories that 
take place within the brand’s world and stories from the world of the ideal target consumer. 
The brand’s world is represented by stories from inside the brand’s borders that contributed to 
building the brand; for example, the founder’s brand creation story and the emotions he or she 
experienced on that journey, or stories of people managing the value chain of the brand. The 
second world is represented by the ideal consumers segment; they are external in the sense that 
they are not operating the brand, but are people who consume and benefit from the brand’s 
existence and that of its value chain. The investigation found that research participants were 
trying to follow the logic of plotting and mapping all relevant stories (in both their internal and 
external worlds) and evaluating the degree of alignment between them. 
 
While the findings show that various story types (e.g., stories of fears, hopes, desires, dreams 
and motivation stimuli) exist in the GCBPs’ statements, two types of stories dominate. These 
are stories that signal dreams and hopes that empower people to overcome their fears, and 
stories that demonstrate mutual respect and potential collaborations between the brand and its 
community.  
 
The data analysis shows that some GCBPs (e.g., KI1 and KI5) are trying to listen to unspoken 
stories (e.g., by monitoring consumers’ reactions and movement inside their physical stores, or 
using web analytics to improve interpretation of consumers’ behaviour on their websites). 
Some GCBPs (e.g., KI8 and KI9) encourage brand managers to explore stories shared between 
people in the marketplace (especially ones that can represent the ideal consumers). Such 
exploration was encouraged by KI8 and KI9 to uncover targeted consumers’ stories, mainly 
during early stages of brand story communication evaluation exercises, which facilitates better 
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decision-making regarding future initiatives that increase consumers' emotional engagement 
and advocacy to create a positive brand–consumer attitude.  
   
The primacy of brand–consumer emotional connection and alignment of stories that led to such 
connections was made evident when several research participants (KI2, KI3, KI7 and KI8) 
spoke about their brands’ experiences in seeking to increase brand awareness levels, whether 
through traditional means (e.g., advertising) or through orchestrating viral campaigns intended 
to spark word of mouth. Those same participants admitted later in their interviews that many 
of their efforts (whether advertising or viral campaigns) had yielded lower profits. The main 
issue they perceived was the absence of emotional factors that increase consumers’ attachment 
to their brands. For instance, KI8 mentioned: 
 
We’ve found that as much as the brand had a high awareness, yet it didn’t have strong 
connections on an emotional front, or clear ownership on certain parameters on even 
a functional front.  
 
This suggests that KI8’s brand’s consumers might be satisfied by the functionality of the 
brand’s products, but are not emotionally connected with the brand. This affects how 
consumers construct their brand associations. KI8 also implies that some brand managers 
construct brand initiatives (e.g., heavy advertising or promotion) that increase brand awareness 
but could erode the big story of their brands; this is evident in KI8’s interview transcript, which 
indicates clearly that the previous brand manager had been performing brand awareness 
initiatives without regard to aligning the brand story with consumers’ stories. 
 
Two years back I wasn’t handling the brand […] when I started handling it I looked at 
what the brand stood for […] the brand was being supported managerial and spending-
wise […] but I felt that we have a missing story between us and our consumers. (KI8) 
 
Key Informant 8 indicates that connecting stories in the two worlds (brand and consumer) is 
critical for developing a compelling brand story in the market. KI8 suggests that in some cases 
marketers face difficulties in evaluating the alignment of their brand story with consumers’ 
stories due to the absence of a communicated story that articulates the shared emotions. KI10 
complemented KI8’s statement in saying:  
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Connecting emotionally is about meeting people where they are at, where they come 
from … there are certain attributes that draw people in, make them feel known, 
accepted, that they will be in an environment where they can express themselves, and 
when they hear that story about the founder they want to connect with him, they want 
to know what he feels (or felt about the brand), they want to be part of that emotional 
story.  
 
Key Informant 10’s statement shows that empathising with consumers’ stories is vital for 
proper alignment between the brand and consumers’ worlds. It clarifies that consumers will 
opt into the brand story once they feel they are emotionally connected with the brand. When 
that happens, they want to know more or even connect with the brand founder to share these 
emotional stories. 
 
Overall, the most important idea of this subcategory centres on evaluating the degree of 
alignment between emotions found in stories that happen in the brand’s world and those that 
take place within the world of the ideal targeted consumer. The Emotional alignment between 
brand story and consumers’ stories subcategory shows that stories that signal dreams and 
hopes, and stories that illustrate mutual respect/collaboration between the brand and its 
community, were the dominant types of stories mentioned by GCBPs. In addition, this 
subcategory incorporates the ideas of the importance of listening to and evaluating unspoken 
stories; that high brand awareness does not always translate into high emotional brand–
consumer connection; that brand initiatives geared toward connecting stories between the 
brand’s and consumers’ worlds are critical to creating an interesting brand story in the 
marketplace; that evaluating the effectiveness of such initiatives is important for the GCBPs of 
this study; and when consumers feel they are emotionally accepted by the brand and its 
community they create a better emotional link with the brand.   
 
The Emotional alignment between brand story and consumers’ stories subcategory connects 
to findings outlined in Chapters 4 and 5. For instance, why a brand was created, what emotions 
encouraged its founder to create the brand and how that founder managed to transform his/her 
dream from an idea to reality in a way that consumers can experience and empathise with are 
some of the ideas discussed in the findings of The ‘why’ of the brand subcategory of the Core 
reason for brand inception category, the Transforming dreams subcategory of the Temporal 
journey category, and the Providing a multisensory story experience subcategory of the Brand 
experience category found in Chapter 4. Moreover, the idea of having stories from two worlds 
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(brand and consumer) and creating brand communication that resonates with the ideal 
consumers indicate that brand managers have understood their own brand story first, and their 
consumers’ story second and are trying to create a match between them. These are important 
ideas discussed in the findings of the Congruity of story value subcategory under the 
Comprehending the backstory of Chapter 5. 
 
6.1.4 Brand Story Pieces’ Reach and Impact  
 
The findings show that brand story pieces' reach is about the successful delivery of the executed 
brand story communications to the targeted consumers. The word 'pieces' signals that a brand 
story by itself contains a set of stories (e.g., the story of the founder or a new product launch 
story) and these stories are treated as pieces being communicated or experienced by consumers. 
Through time, consumers collect in their minds (through experiencing a brand or receiving its 
communications) parts of the brand story that ultimately contribute to making consumers 
understand the real meaning behind the brand. Data analysis shows that the reach concerning 
brand’s efforts in delivering its communication to the target consumers. The impact consists of 
the consequences of the reach stage. This category emerged strongly in the analysis, stressing 
the importance of evaluating how each piece (or set of stories) reaches and impacts brand 
consumers. 
 
An important finding of the investigation is that the reach of brand story pieces happens outside 
the organisational border, while the impact of the brand story pieces is felt on the inside of the 
organisation. That is, the impact is essentially a reflection of reach’s success or failure. The 
reach of the brand story pieces can be evaluated through various market research and analysis 
techniques (e.g., surveys, interviews or monitoring conversations in social media) that require 
the brand manager to gather information about the brand from external sources. Evaluating the 
impact of the brand story pieces is strongly linked to the internal data of a business (e.g., 
number of transactions, sales figures and total profit).  
 
Wide reach is translated into impact by consumers’ interactions with the brand (e.g., 
purchases). The investigation found that evaluating the reach of the brand story pieces in 
isolation is not sufficient for proper managerial decisions. That is, business managers need to 
evaluate the impact of brand story pieces after they reached specific target consumers in the 
marketplace and how that translated into positive reaction to the brand. For example, KI2 
stated:  
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One part of measuring the value that is being provided by [a brand’s] story is to look 
at the reach of the story, then the impact of the story […] you can measure reach by 
surveys, and impact by looking at the bottom line, and you have to isolate other factors 
out. Sometimes reach doesn’t translate to impact, and that’s important […] when you 
tell complex stories it’s harder for people to remember.  
 
This quotation implies that the managerial execution of the brand story strategy is critical, 
particularly its creative brand–consumer persuasion process and various value delivery and 
call-for-action elements. It also suggests that the overall brand story should be communicated 
in ways that ease understanding and comprehension of the value a brand story is intended to 
create for the brand community. Hence, ease of communication is an implicit evaluation factor 
that contributes to translating the brand’s reach into impact. 
 
Comprehending the development of a brand story communication strategy that articulates the 
impact in the brand from its internal data enables development of a set of multifaceted 
consumer stories that can help brand marketers understand the effect of their communicated 
story pieces in shaping the behaviour of their consumers. For example, KI1 asserted that his 
organisation’s internal data was the primary resource for evaluating its unfolding brand story 
and total managerial efforts; the brand was performing various forms of analysis to leverage 
all data captured in its internal system, which was critical to understanding how its brand story 
was impacting their consumers’ experience and attitude toward the brand.  
 
I believe that the main source [of information] to measure the success of our story and 
its strategy is our data. […] sensitivity analysis, customer ratio and footfalls analysis, 
basket size and ticket size analysis, and all data that can be generated from our systems. 
That gives us critical insights about our customer behaviour and attitude toward the 
brand, where the shift has been made and whether it affected the decisions of our 
customers.  
 
Key Informant 1’s statement implies that analysis of internal data reveals consumers’ action 
and purchase decisions. The findings support the idea that traditional financial measurements 
(e.g., profit, numbers of transaction, average sales per customers) can reveal more stories to a 
brand manager than ever before. The brand’s internal system data is favoured by KI1 (and by 
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KI2 and KI3) because it can generate fine-grained information rapidly without the need to go 
into the field and interrogate consumers directly.  
 
Several ideas emerged from the data analysis with respect to the Brand story pieces’ reach and 
impact subcategory. They were that reach of brand story communication does not always mean 
a high level of awareness about that communication; reach is evaluated using actions that occur 
outside the organisation (e.g., with consumers), and impact is evaluated within the organisation 
(e.g., sales/transaction numbers); proper reach to consumers increases their interaction with the 
brand that in turn translates into better brand performance; the importance of a creative but 
simple brand–consumer persuasion process; and that proper utilisation of internal data helps to 
reveal and evaluate aspects of consumers’ behaviour toward the brand.   
 
The findings produced within the Brand story pieces’ reach and impact subcategory support 
and connect with other findings previously discussed within categories/subcategories of the 
Lenses of brand story meaning and Living and telling brand story themes illustrated in Chapters 
4 and 5. For example, the idea of pieces of stories connects to the Experiential content 
subcategory of the Brand experience category demonstrated in Chapter 4, where some GCBPs 
believe that consumers form meanings about their brand stories through collecting different 
pieces of the brand story every time they engage and experience their brands. The idea of 
creating pieces of a brand story that reach and impact consumers entails that brand managers 
have comprehended the value offered by their brand stories in ways that match the values of 
consumers, and these managers understood how (in terms of communication channels) to 
distribute their stories in ways consumers find interesting. All of the ideas discussed above are 
illustrated under the Congruity of story value, Selecting effective channels, Disseminating 
brand stories across channels and Compelling communication tone subcategories of Chapter 
5. 
 
6.1.5 Communication consistency  
 
The Communication consistency subcategory is about the brand being consistent in how its 
story is conveyed to its target consumers. That includes the consistency of communication 
timing (e.g., a new blog post about a strategic brand management topic each Sunday afternoon), 
and how (e.g., style and tone of communication) a brand is constructing its story through 
specific communication channels (e.g., social media platforms) in its marketplace. Similarly 
important is consistency in messages that reflect the identity and value of the brand. 
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Consistency in brand story communication nurtures the meaning a brand wants to build within 
the lives of its target consumers, and continuous evaluation of that is vital to ensuring proper 
development of a brand story in the marketplace. 
 
A lot of our branding work is about developing cohesive stories for our clients – 
whether brand identity guides, logos, graphic representations, icons, or typography, 
you name it… that help to differentiate a product or service from competitors and to 
stand out in the eye of the target audience… making sure things are easily recognisable 
and distinguishable in various communication formats and touch points, and 
maintaining consistency across the board is one of the highest priorities we place on 
the work we do. (KI10) 
 
Key Informant 10’s statement indicates that preserving consistency throughout every piece of 
work they present to their clients is a perpetual goal. The statement implies that KI10’s team 
continuously evaluates the consistency of each brand story they try to articulate in the market 
to ensure it reflects the intended meaning behind the brand. KI10 implies that each piece of 
work represents an aspect of the brand story that needs to fit the others (e.g., a brand logo must 
fit with its typography and with each graphic representation), and when executed in a manner 
consistent with the brand identity, people can mentally connect to the story a brand wants to 
convey. The last sentence of the above statement shows that KI10 and their team evaluate the 
communication consistency of each story they contribute to build with their clients. KI13 
complemented KI10 in stating: 
 
The brand story is essential for me as it reflects the brand identity... it's a way for people 
to understand where the brand came from, and the purpose of the brand creation and 
why the brand wants to reach or accomplish that purpose… the brand story is a 
mandatory element to build that core image or position of the brand in the market… 
because according to the story knowledge and understanding people build about your 
story they expect to have consistent brand story communications through time that 
provide them with an affirmation of the knowledge they have built about the brand; 
hence, every action a brand is doing should be consistent with its brand story and its 
reason of creation.  
 
Hence, a brand story is strongly linked to the brand identity, and depicting that consistent image 
of the brand in the market builds consumers’ knowledge about the brand story. KI13 suggests 
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that consistent brand story communication that reflects meanings behind the brand verifies that 
what consumers know about the brand is accurate. 
 
Moreover, being consistent in establishing brand communication is an important evaluation 
dimension that relates to the overall assessment of brand story consistency. The analysis found 
that such establishment involves transforming the brand story communication from ideas 
sketched out (e.g., by the marketing team) to a reality in the field that consumers can observe 
and experience. For example, KI5 and KI6 stated:  
 
Launching the communication campaign in the first place and sticking to what we’ve 
planned and make all of that consistent with the overall brand mantra we want to build 
around our brand is part of our brand–consumer evaluation. (KI5) 
 
Establishing communications at the store level and being consistent on how our story 
is being represented is critical to us. (KI6)   
 
The above statements indicate that consumers expect new brand marketing campaigns to be 
consistent with previous ones. Ensuring a new marketing campaign is consistent with the story 
a brand wants to build helps in the continuation of the brand story within consumers’ lives.   
 
During the investigation, it emerged that the idea of evaluating communication consistency is 
even more challenging when a brand has sub-brands (or different product categories) that have 
multiple brand managers communicating aspects of the brand story to the external world 
without proper synchronisation. In such a scenario, there is a high chance of inconsistent brand 
story communication for the corporate (or mother) brand as well as for the individual brand. 
This research found that corporate communication personnel sometimes communicate 
different stories about the brands in their portfolio, sometimes without proper consultation with 
the managers of individual brands.  
 
Sometimes inconsistency in communicating stories about the brand heritage can hurt the brand 
story overall, especially the mother/corporate brand. KI8 stated:  
 
Each category within the brand was communicating in a different way […] Even the 
tone of communicating the heritage, which was supposedly the same for everyone, kept 
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changing; there was inconsistency that led to having a brand that did not necessarily 
stand for something.  
 
Key Informant 8’s comment also suggests that consumers do not care about the source of story 
communication tone (or voice) or even which brand or category manager is communicating to 
them on behalf of the corporate brand. Consumers evaluate the brand as a whole, regardless of 
who (as a person or sub-brand) generated the communication. This explains why KI8 worried 
about his brand ‘not necessarily stand[ing] for something’.  
 
Taking the Kraft–Heinz corporation as an example can clarify the above idea2. This corporation 
has several brands, such as Kraft Macaroni & Cheese™ and Philadelphia™ in its portfolio. If 
(hypothetically) the brand manager of Philadelphia™ communicated the brand heritage of 
Kraft-Heinz corporation and its story in a certain way using their product packaging, and if that 
differed (e.g., in communication tone) from what the brand manager of Kraft Macaroni & 
Cheese™ was communicating to their consumers on their product packaging, then story 
inconsistency and disintegration could occur among consumers.  
 
Moreover, contemporary brands can find themselves in situations where they need to maintain 
consistency between international markets. Even if brand marketers customised some of their 
brand communications, they need to remain consistent with the communication guidelines of 
the brand. For example, KI1 and KI7 said: 
  
There is no difference in the brand story between our market and the one told in the 
mother company’s market. The difference is in how we convey that story with cultural 
understanding. There is homework to be done, but the brand story will always be the 
same. (KI1)  
 
Modifications of brand messages differs from country to another; someone might say 
IKEA doesn’t change its messages, they use the logo, images and other messages in 
Swedish, but from my observation from visiting many IKEA stores around the world, 
there is a subtle emphasis on the language of the country in which each store operates, 
even in their use of humorous messages. Though, people know at the end of the day 
                                               
2 Kraft–Heinz was not mentioned explicitly in the data; rather, KI8 and KI9 gave an example for a similar 
corporation. 
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they are in a Swedish experience, and that is one of the things IKEA succeeded in 
delivering to their customers around the world. (KI7) 
 
Key Informant 1’s quote above supports the contention that each global brand has its own 
unified story. The challenge is in taking the global story and conveying it with emphasis on the 
aspects relevant to each individual market while maintaining consistency with the overall brand 
story. KI1’s statement implies that the process of customising aspects of the brand story to each 
market is partially art and partially science. KI1 signals that the brand managers are studying 
the market and possible cultural differences that might affect the understanding of the story 
(science), while making efforts to translate the same global story messages with their own 
touch of understanding of the culture; they are deploying their artistic experience to maintain 
the essence and core beliefs of the brand (art).  
 
Key Informant 7’s statement similarly emphasises the value of a consistent global message. 
Such messages are a combination of text, visuals and experience. As KI7 said, customisation 
happens only when necessary to maintain the overall feeling and associations consumers 
experience towards the brand.  
 
In summary, the Communication consistency subcategory emphasises that the consistency of 
communication is central to building the brand story in a marketplace through time, be it 
consistency in the type of messages, channels that carry those messages or even consistency in 
timing of communication. Overcoming internal obstacles to establishing brand 
communications (or campaigns) that consumers expect from their brands is part of being 
consistent in delivering the brand story. Some GCBPs advised caution when a brand has more 
than one sub-brand with different brand managers, which can result in inconsistency in telling 
a brand story that reflects the parent brand. Sometimes, even when marketers customise their 
brand story communication to fit international markets, the idea of consistency still applies, 
because they do that in a way consistent with the brand guidelines and overall story. Therefore, 
GCBPs deemed continuous evaluation of communication consistency to be very important.    
 
The Communication consistency subcategory is linked to categories/subcategories 
demonstrated in Chapters 4 and 5. For instance, delivering consistent brand experience and 
content that reflect the meanings behind the brand connects with findings illustrated in the 
Brand experience category of the Lenses of brand story meaning theme of Chapter 4. Ongoing 
consistency in brand story communication links to findings discussed in the Connecting stories 
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category of the Living and telling brand story theme of Chapter 5, as well as the Compelling 
communication tone and Being true to the ‘why’ behind the brand subcategories of Shaping 
brand story authenticity of the same theme. 
 
6.1.6 Evaluating authenticity 
 
This subcategory is predominantly about assessing the truth behind the messages 
communicated by a brand – be they verbal, non-verbal, written or non-written communications. 
Analysis of interview data emphasised that the brand story evaluation process is brand specific, 
and that each brand influences the creation of its own brand story evaluation model. In this 
subcategory, the primary focus is on the brand appearing as authentic as possible in the eyes 
of its stakeholders (especially consumers), which influences the brand story development in 
the market and related evaluation processes. 
 
We are quite honest and upfront with our clients and prospective clients […] we state 
to them exactly what we do and what we don’t, and we begin our strategic relationship 
accordingly, and we build our evaluation metrics based on that principle. (KI3) 
 
They say something but are not doing the same, for me when it is fake you have a lot of 
trouble, what you are saying becomes untrue… you have to be fair about your own 
stories… for some shoe manufacturers, if you use children to work for your company 
to make a profit and then communicate something that negates that in your brand 
values, then I start to feel the brand is inappropriate and not authentic. It is a fake 
brand… if you believe in something, then maintain that and defend it on all level of 
your company. (KI12) 
 
These statements from KI3 and KI12 indicate that the authenticity of the brand’s claims can be 
evaluated by assessing its story against actions performed in its marketplace. This includes 
evaluating brand–consumer interactions in different situations, as well as brand–employee (i.e., 
management–employee) interactions, particularly top management’s actions, against their 
claims. 
 
Evaluating the brand story against actions also entails compliance with industry-specific 
regulations and ensuring the brand story is aligned with the story of its industry (e.g., regulatory 
requirements). That is, when a brand decides to compete in a certain industry, its management 
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seeks to include an alignment evaluation of their story in the context of the story set by the 
relevant regulatory authority. KI4 stated:  
 
Appearing as a brand with an authentic overall message is important for us […] 
whatever the brand values are, you are testing that against the brand’s claims; how 
they present themselves should be aligned with their mission, vision, values and what 
is happening inside the organisation […] We have internal standards, government 
standards, disability standards of accessibility and so on. We as a brand are 
continuously testing our authenticity alongside such frameworks.  
 
These comments from KI4 show that authenticity meanings permeate through the 
interpretations of brand marketers, especially with respect to how authenticity is adopted in 
their strategies and actions, and reflected in how those marketers are trying to evaluate their 
brand stories. Additionally, KI9’s statement demonstrates a belief that the overall business 
orientation (particularly that of business executives) plays a major role in setting up the brand 
story evaluation metric. KI9 added: 
 
Brand story measures will differ depending on the management orientation – like being 
a marketing-oriented versus sales-oriented brand will affect how you measure the story 
in question and its success or failure in the market. Many luxury brands, for example, 
worry about building their story through brand-building initiatives. Some FMCG 
brands are concerned about building their story through their brand buildings, but 
others are too pushy to reach their sales targets even if it undermines their brand image.  
 
Key Informant 9’s statement implies that if the brand and its management personnel are not 
consumer-oriented, then they might not care to create a brand story that interests people in 
following the brand in the first place. That raises the question: why evaluate the brand story at 
all? Does such a company want to know if they are building a story or have emotionally 
disconnected brand–consumer transactions/sales? The above statement indicates that business 
orientation within organisations affects how they develop their brand stories and consequently 
how their brand story evaluation proceeds. KI13 stated: 
 
I will know part of my brand story is successful as people started to believe in the 
authenticity of our hero product… what I am trying to say is that in some categories 
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people will not opt in for the brand first but for the product that they feel will serve 
them and then they might create attachments with the brand and its story.  
 
This statement indicates that the brand’s ‘hero’ (most popular) product shapes the authenticity 
of the brand’s claims and contributes to building the brand story’s authenticity through time. 
KI5 supported KI13 in stating: 
 
I would say our products are also sending messages to our customers, because as long 
as they are convinced of their efficacy, that’s also an authentic message to come back 
to our stores.  
 
While KI13 spoke about hero products that influence the authenticity of the brand’s claims, 
KI5 explained that the brand’s products in general (not just hero products) are sending 
messages to consumers. Such messages are found within the solution that products offer. That 
is, when a brand claims that it has a new solution for a specific problem (e.g., hair loss), 
involving new scientific technology the brand built and communicated in its story, people will 
start to believe/trust in the brand’s claims. 
 
In summary, the Evaluating authenticity subcategory presents aspects of GCBPs’ 
considerations when evaluating the truth behind their brand communications that contribute to 
making their brand stories resonate with consumers. The findings indicate that evaluating the 
authenticity of the brand’s claims in relation to the brand story is brand specific; that is, target 
consumers judge the authenticity of a brand based on claims initiated by that brand. Discussion 
of the Evaluating authenticity subcategory hinted to ideas such as: dynamic brand story 
evaluation metrics; compliance with stories found in the industry; consumers making their own 
judgements about the authenticity of the brand; business orientation and industry nature 
influencing how a brand builds authenticity for its claims; and that a hero/star product can gain 
authenticity even before consumers know the story of its brand.  
 
The Evaluating authenticity subcategory links to findings discussed in Chapters 4 and 5. For 
example, the ideas of staying true to what the brand offers (or claim to offer) to consumers, 
different business orientation and human character are connected to findings demonstrated in 
the Core reason for brand inception and An approach to brand management categories of the 
Lenses of brand story meanings theme demonstrated in Chapter 4. In addition, this subcategory 
links to subcategories discussed under the Connecting stories categories and Shaping brand 
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story authenticity categories of the Living and telling brand story theme of Chapter 5.  For 
instance, it connects with Creating content in backstory context, Being true to the ‘why’ behind 
the brand, and Honesty of brand marketers subcategories. 
 
6.2 Summary of Evaluating the Resonance of Brand Story Content/Message 
 
The Evaluating the resonance of brand story content/message category summarises the 
viewpoints of the GCBPs that emerged when they discussed aspects of evaluating their brand 
story building efforts. This category embraces seven subcategories that embody explicit and 
implicit perspectives of the GCBPs when it comes to evaluating the content and messages 
embedded in their brand stories. 
 
First, the Market stories about brand's reason for existence subcategory evolved around 
evaluating consumers’ stories about the brand and assessing whether what is being shared 
reflects the brand purpose and its reason for existence. Second, the Humanised brand character 
subcategory demonstrates the importance of evaluating the degree to which the brand character 
represents a live entity that can resonate and connect with the targeted consumers and how that 
reflects the brand story’s performance in the market. Then, The emotional alignment between 
brand story and consumers’ stories subcategory’s predominant idea is the importance of 
evaluating the degree of alignment between stories that happen in the brand’s world and stories 
that take place within the target consumer’s world. Fourth, the Brand story pieces reach and 
impact subcategory demonstrates why reach does not always mean high awareness. It showed 
that reach is evaluated using actions that occur outside the organisation (e.g., with consumers), 
and impact is evaluated within the organisation (e.g., sales/transaction numbers). Then, the 
Communication consistency subcategory illustrates what GCBPs look for when they try to 
build consistent brand story communications through time. Lastly, the Evaluating authenticity 
subcategory demonstrates that evaluating authenticity is a brand-specific exercise and critical 
to communicating the intended meaning behind the brand. 
 
The findings showed that the Evaluating the resonance of brand story content/message 
category connects to findings of the Lenses of brand story meaning and Living and telling 
brand story themes demonstrated in Chapters 4 and 5. In this chapter, the final paragraph(s) of 
each subcategory under the Evaluating the resonance of brand story content/message category 
specify in detail the nature of connection to the findings of Chapters 4 and 5. 
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6.3 Evaluating Brand Story’s Effect on Brand Management Decisions 
 
The Evaluating brand story’s effect on brand management decisions category shows that the 
evaluation of a brand story is strongly linked to the overall performance of the brand in the 
market. It shows how meanings associated with a brand story can influence the way managers 
and employees work and are evaluated in the organisation, and how even when a brand loses 
market share its brand story can be considered successful. This category consists of four 
subcategories: 
• brand story performance as a manifestation of brand performance;  
• surviving tough times; 
• brand stories with linked organisational key performance indicators (KPIs); and   
• employee–brand advocacy level. 
 
These subcategories are discussed in order below (also, sections 9.1.3.6 to 9.1.3.9 contains 
discussion of the findings of these subcategories with reference to the literature). 
 
6.3.1 Brand story performance as a manifestation of brand performance 
 
The findings revealed that building the brand story is not always a straightforward exercise, 
and neither is its evaluation. Brand story meanings permeate through the brand and its 
development process. The evaluation of the brand story in this subcategory is about viewing 
the brand story performance as a manifestation of the total brand performance in the market. 
This subcategory shows that several GCBPs considered the term ‘brand story’ a synonym for 
‘brand’. Three brand evaluation metrics appeared during the data analysis stage under this 
subcategory: brand equity, brand tracker and the acquired market share. The findings show that 
the integration of the evaluation of these three metrics represents a large portion of how the 
story of a brand is performing in its marketplace. 
 
For example, when asked about how his brand evaluated the success of its brand story, KI8 
mentioned brand equity, brand tracker and market share immediately. For KI8, those 
dimensions are reflections of the brand story performance in the marketplace. KI8 believes that 
thorough evaluation of these dimensions will give business managers a more comprehensive 
picture of the developed brand story’s impact in the marketplace and a perspective on overall 
business performance. KI8 stated: 
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We have three major measures: the first is the brand equity scan, which measures 
where we stood on those attributes […] The [second] measure is the brand tracker, 
tracking a year later key measures such as top-of-mind awareness and other equity 
measures. For example, ‘what is the first tuna or pasta brand that comes to your mind?’ 
We saw that our top-of-mind increased to the highest records we ever achieved 
historically […] The third measure is our market share, which defines our business 
performance in the market […] this whole transformation of how we looked at our 
brand story communication strategy and its evaluation impacted the business 
positively, and gave us a lot of reassurance to continue that momentum 
 
Key Informant 8’s statement shows that the outcomes of the brand manager’s evaluation of 
brand equity, tracker and market share can provide reassurance (or discouragement) about the 
momentum of the story that brand managers seek to build. KI8 indicates that adopting a brand 
story strategy and linking its evaluation to the brand performance enhanced their brand 
development strategy, which helped in building the overall business. KI8 emphasised during 
the interview that managers in his brand have started to think of the brand story building 
strategy as a reflection of (or synonym for) the brand building strategy. 
 
KI9 asserted that contemporary marketers need more comprehensive methods to evaluate 
brand story performance, but nonetheless cited the value of brand equity and brand tracker 
measures in evaluating brand story development efforts:  
 
Today we are just getting glimpses of the brand story potential and how it is measured, 
though I believe we need more comprehensive techniques… we need specific qualitative 
studies and brand trackers that measure brand health based on a set of key performance 
indicators, your top-of-mind awareness and your spontaneous awareness, continuous 
evaluation of the brand equity, category drivers, how your brand is being perceived by 
consumers, what people are thinking about you and what they are not thinking about 
you, and so on. 
 
Likewise, analysis showed that more than one research participant considered brand equity 
evaluation synonymous with brand story evaluation. For example, KI3 asserted that:  
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The success of the brand story could be measured through the brand audit exercise we 
use to know the brand position and total equity in the market.  
 
Furthermore, the interview data – especially the statements of KI3, KI8 and KI9 – demonstrate 
a specific way of thinking when it comes to evaluating the brand story; that is, some marketers 
consider the term ‘brand story’ as an alternative term to ‘brand’. Consequently, following this 
assumption, the methods various practitioners apply to evaluate their brands strategically (e.g., 
brand equity) are in fact suitable to evaluate their brand stories.  
  
The findings reveal that integrating insights resulting from brand equity, brand tracker and 
market share measures is a vital component of evaluating brand stories. These insights can tell 
a comprehensive story about the brand. Brand equity tells the story of equity in the context of 
relevant competition, and reveals what the brand stands for, versus others, in the consumers’ 
eyes. The brand tracking exercise demonstrates how the brand story is being progressed and 
what consumers think about various attributes of a brand. The market share measure expresses 
the brand’s performance, because even if a brand managed to create a memorable story (i.e., a 
story most people remember), that same brand can suffer losses in market share. KI3 said: 
 
At the end of the day we are not just building brands or creating stories for the sake of 
it, but we are building brands for the sake of building a business for the long run.  
 
KI3’s statement emphasises that managerial efforts to build stories about the brand and its 
associated investment should be justified to the management and link back to overall business 
performance. For KI3, brand building (and story building) efforts connect to the long-term 
brand strategy. 
 
In summary, the Brand story performance as a manifestation of the brand performance 
subcategory encapsulates the importance of viewing the brand story performance as a 
demonstration of the total brand performance in the market. This subcategory shows how 
different GCBPs consider brand story a synonym for brand; they identified strategic measures 
such as brand equity, brand tracker and market share – used to aid brand management decisions 
– as appropriate measures for their brand stories.  
 
The Brand story performance as a manifestation of the brand performance subcategory links 
to findings outlined in Chapters 4 and 5. For instance, the idea of considering brand story 
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equivalent to brand indicates that every brand–consumer effort made by GCBPs toward 
building their brand stories is in fact geared toward building their brands and total brand 
experience beyond mere brand stories as editorial content. Tracking the brand effort (using 
brand tracker) indicates how the brand is progressing from one point to another through the 
years. These ideas complement ideas discussed in the findings of the Temporal journey, Brand 
experience and An approach to brand management categories of the Lenses of brand story 
meaning illustrated in Chapter 4.  
 
In addition, GCBPs’ statements about building the overall brand as part of building (or 
evaluating) the brand story indicate that managers working in their brand understand the 
reason(s) behind their brands’ creation and are trying to connect with consumers accordingly. 
All of these ideas complement ideas illustrated in the findings of the Comprehending the 
backstory, Connecting stories, and Shaping brand story authenticity categories of the Living 
and telling brand story theme of Chapter 5. 
 
6.3.2 Surviving tough times  
 
This subcategory is about expanding the managerial evaluation lens of the brand story to 
include how their brands managed to survive tough times (e.g., economic recession or war). It 
includes evaluation of the brand’s journey since inception while examining external challenges 
to the scalability and prosperity of the brand. Data investigation showed that such evaluation 
can reveal much about the success or failure of the brand story, especially in relation to the 
loyalty of the people surrounding the brand. 
 
For example, KI7 stressed the value of looking beyond mere market share to evaluate the brand 
story by considering the brand's success in coping with uncontrollable external factors. 
 
Many people say the market share is what determines the success of your story, but I 
wouldn’t say that, because people also do change, and if you look at different eras, 
some brands [have] existed since decades ago and they [still] exist today, such as GE 
[…] people and economics do change and sometimes circumstances go out of 
everyone’s control, forcing brands to […] shrink their market share; at that point, if 
they survived […] that is quite a big achievement […] I truly consider surviving 
economic crises and world wars, for example, as an achievement and big success.  
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Key Informant 7’s statement indicates that evaluating the brand story is about considering the 
big picture and comprehending the dynamics of the story in the marketplace. For KI7, surviving 
a crisis – even with a reduction in market share – is an indicator of brand story success. 
Furthermore, KI7 believes that the market share notion becomes more relevant to a brand when 
its management decides to operate in a highly competitive and mature market.  
 
If you are in a big fight in your marketplace, everyone is trying to take a bite of the cake 
and if you didn’t manage to grasp your share, then I would not say it is a success […] 
it depends on how aggressive the market is, how the economics [are], what time we are 
in, what kind of brands, then putting all these factors together, I’ll try my best to decide 
if it’s a successful brand.  
 
Key Informant 7’s comments strengthen the idea that each brand influences how its own story 
is evaluated. In the quotations reproduced above, there is a belief that the brand story is 
evaluated through widening the evaluation process to include dimensions such as market share, 
environmental forces, time of evaluation, type of brands, nature/dynamics of the 
marketplace/industry (e.g., aggressiveness and maturity of the market) and changes in 
consumers’ behaviour and preferences.   
 
Overall, the Surviving tough times subcategory includes a unique and valuable perspective. If 
a brand survives through hard times, then the overall story of that brand is successful, regardless 
of any loss in market share. Such a view encourages decision-makers not to evaluate their brand 
story in isolation from the environment in which their brands operate, to learn what happened 
to similar brands in the market, and try to focus on the big picture.  
 
Findings of the Surviving tough times subcategory connect with findings discussed in Chapters 
4 and 5. For instance, challenges as making tough managerial decisions to survive market crisis 
while at the same time maintain the authenticity of the brand story complement the findings 
elucidated in the Core reason for brand inception, Temporal journey, and An approach to 
brand management categories of the Lenses of brand story meaning of Chapter 4, as well as 
the Being true to the ‘why’ behind the brand and Capitalising on brand longevity subcategories 
of the Shaping brand story authenticity category under the Living and telling brand story theme 
of Chapter 5. 
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6.3.3 Brand story and KPIs 
 
The Brand story and KPIs subcategory is about extending the meanings of brand executives’ 
predefined KPIs to reflect the operational performance of each organisational department 
separately and look at those departments holistically to reflect the overall performance of the 
brand in the market, in which reflects the brand story performance. For instance, KIs 4, 5 and 
7 noted that traditionally their organisations developed certain meanings for different KPIs and 
examined KPIs for each department separately (e.g., a profit KPI for the finance department, 
and a new customer total KPI for the marketing department). 
 
Data analysis clarified that GCBPs’ business departments are responsible for delivering pieces 
of the brand story, and managers evaluate the brand story from the lenses of their departmental 
objectives and operational settings. Analysis also demonstrated a clear differentiation between 
brand types (e.g., beauty and petrochemicals) and management orientation (e.g., society and 
sales) in the construction of their brand story evaluation system. Such factors influence how 
and when each business department should report the status of the story they are trying to build 
in their market. GCBPs indicated that some departments (or even entire organisations) lack an 
evaluation lens for developing a story for the brand in the first place. 
 
The GCBPs believe that to reach a sound managerial judgement on the performance of the 
brand story in the marketplace, it is critical to examine the brand story using an integrated 
departmental lens. That is, the lenses (or views) of segregated business departments must be 
combined into one whole lens to reveal how the brand story affects the entire organisation and 
how that is translated into brand story development in the marketplace. 
 
The perspective of evaluating the brand story with linked organisational KPIs includes two 
important ideas. First, methods for evaluating the performance of brand stories are not 
necessarily capable of adoption by all brands. That is, management’s understanding of what a 
brand story means to them affects how they create strategies to develop that story and hence 
link their organisational KPIs with the developed brand story performance. Second, the brand 
story assessment system for a certain brand is not an exclusive metric linked to one business 
department; it goes beyond departmental boundaries and even organisational borders. For 
example, KI5 stated: 
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With respect to measuring the success of our story we look at the numbers of specific 
KPIs, such as our profit, how many employees we have, and of course in how many 
countries we are present; for me that’s one way to measure the success of the story […] 
we consider how many trees we’ve planted, what is our global environmental footprint, 
the impact of our foundation. It’s really not only the financial operation, it’s also in all 
these environmental measurements we can see our success.  
 
Key Informant 5’s statement demonstrates how a contemporary practitioner holding the 
position of managing director for an international brand perceives deeper meaning in the brand 
story and its associated evaluation approach. The statement emphasises the importance of total 
inputs to and outputs of brand performance, and communications and operations that impact 
the environment of the brand in each marketplace (locally or internationally). The statement 
indicates that the business executives at that brand are looking at the story of their brand 
collectively rather than from a departmental perspective.   
 
Key Informant 6 provided an example in the context of the FMCG industry, where (in his 
experience) each department is concerned about evaluating the whole brand story from a 
different perspective. He noted that his organisation’s trade marketing department, for instance, 
focuses on measuring their sell-out to consumers as the primary KPI for the told story in the 
market, mostly by measuring the statistics of each brand marketing campaign at specific times 
and locations. His sales department also uses sell-out as their major KPI, but their operational 
settings specify that they measure sales between warehouses (i.e., between their warehouse and 
other retailers’ warehouses) as opposed to retail. KI6 believes that the brand story evaluation 
system should include metrics such as sales, market share and consumer response rate. The 
investigation showed that each metric can tell a story with multiple meanings and can be 
depicted at diverse levels of detail.   
 
While our KPIs as trade marketers focus on measuring the sales from retailers to 
consumers, our sales team measures success through moving our products from the 
production warehouse to retailers’ warehouses, our marketing team measure the 
market share and response rate. (KI6)  
 
Key Informant 6’s statement is evidence about the existence of differences between business 
departments in evaluating the brand story components that contribute to the whole brand 
story’s effect on the market. Each business department contributes to building pieces of the 
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brand story within the marketplace; the associated evaluation can be performed over the short 
or long term. Hence, brand managers can obtain more information about the performance of 
their brand story from different perspectives (i.e., of other business departments) to guide future 
brand decisions.  
 
Further, this subcategory shows that GCPBs face challenges in integrating various 
departmental lenses to create an effective brand story evaluation system. The results of the 
investigation show that brand marketers (particularly brand managers) should assume 
responsibility for integrating the insights of each departmental lens and presenting them to top 
management. They also imply that brand managers should keep an open mind about differences 
in insight interpretation between business departments, as that allows for a deeper 
understanding of how the brand story is being articulated in the organisation and marketplace.  
 
In summary, the Brand story and KPIs subcategory is about the importance of assessing the 
performance of all departments holistically to make a sound overall assessment of the effect of 
the brand story on the entire organisation and the marketplace. Findings of this subcategory 
include the fact that each organisational department contributes in delivering different pieces 
of the brand story in the marketplace. They also support the idea that evaluation of the 
performance of the brand story varies between brands, and the brand story and its evaluation 
is not the exclusive domain of the marketing department. The findings indicate that creating an 
integrated lens for examining the performance of all departments in a holistic way is a 
challenging exercise. Marketing teams must assume responsibility for such an exercise to 
ensure brand management can properly evaluate the brand story and report that to top 
management. 
 
The Brand story and KPIs subcategory links to several categories/subcategories demonstrated 
in Chapters 4 and 5. For instance, it links to the An approach to brand management category 
of the Lenses of brand story meaning theme illustrated in Chapter 4, which shows that some 
GCBPs believe that a possible meaning of a brand story is manifested in various managerial 
decisions (see section 4.2.4). The data support the contention that the evaluation of campaign 
story differs from the evaluation of the total brand story connect to the findings illustrated in 
the Never-ending path subcategory (section 4.2.2.1) under the Temporal journey category of 
Chapter 4. 
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In addition, acknowledging that each department is delivering pieces of the brand story implies 
that managers working in a brand have comprehended reasons behind the creation of their 
brand and how its legacy was formed in the market, and each department is attempting to help 
in delivering parts of the brand story to consumers. These ideas complement findings 
demonstrated in the Comprehending the backstory and Connecting stories subcategories of the 
Living and telling brand story theme illustrated in Chapter 5. 
 
6.3.4 Employee–brand advocacy level 
 
GCBPs spoke about aspects of their brand management strategies designed to maximise their 
customers’ satisfaction indices, one of which was the satisfaction of their employees. For 
instance, KI4, KI5 and KI7 regarded brand employees as critical interaction points with their 
brands' current/potential consumers, who could amplify the consumer satisfaction rate and 
create more brand advocates in the marketplace. 
 
Further, the GCBPs consider a brand’s employees as an internal engine that impels the brand 
towards finding creative and innovative solutions. It was evident from the analysis of interview 
data that such a managerial standpoint requires intensive collaboration between responsible 
managers to empower employees’ satisfaction so they become potent advocates of the brand. 
Hence, the findings indicate that the evaluation of employee–brand advocacy is not only about 
how satisfied the brands’ employees are, but the extent to which their brand advocacy has 
developed.  
 
KI7 believes that brands should expand their held meanings with respect to the Net Promotor 
Score (NPS), particularly employees’ NPS compared to consumers’ NPS. For KI7, the former 
is more important than the latter. It relates to the influence of the employees on what consumers 
think and feel about the brand, since employees interact with consumers in the field. For KI7, 
high employee NPS is associated with implementing creative solutions and innovative 
development processes (inside the brand) and using employees’ NPS to persuade consumers 
during employee–consumer interactions. 
 
Any breakthrough in any brand comes from the team who works behind that brand; it 
shows clearly in the service industry, the net promoter scores, employees’ satisfaction 
and satisfaction indices for your consumers […] with all successful brands I interacted 
with, if you managed your NPS not just to your consumers but to your employees as 
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well, you are going to get healthy indicators that say a lot about your brand […] You 
cannot force people to smile, it has to come from their hearts, you cannot force people 
to be creative if they don’t believe in your brand, if they didn’t fall in love with your 
brand they won’t reach to the breakthrough level that takes the brand to the next stage.  
 
This also means that the reverse is true: the lower the employees’ NPS, the lower the 
consumers’ NPS. Similarly, a low NPS signals that the brand is not innovative in the market. 
Here, advocacy and brand love play major roles in building up the employee’s NPS and the 
associated brand story. When employees love their brand, there is a much higher chance they 
will become brand advocates. Such employees will try their best to persuade current/potential 
consumers, as if they were part of their own families, to opt into that brand story and its total 
experience, creating an extended chain of brand lovers.   
 
KI7 was not the only participant who believed that employees are a critical point of contact for 
brand–consumer interaction, and that if managed correctly the brand would reap fruitful results. 
KI4, KI5 and KI10 reiterated this idea, commenting:  
 
I consider our people as the first point of interaction with our customers and their 
journey in our brand… that forces us to pay more attention to available and relevant 
market segments and provide them with relevant and authentic interactions… we 
constantly evaluate our net promoter value scores… we evaluate the contribution of 
our people to increase customers’ likelihood to buy or recommend our services. (KI4) 
 
The first communication point would be our stores and the beauty advisors available 
there to greet and interact with people. (KI5) 
 
Fondness [directed towards the brand] by the people managing and working in the 
brand is one way to evaluate the brand story... finding why they said their story is 
successful compared to stories of competitors is part of such evaluation. (KI10) 
 
All three statements show the importance of integrating the employee–brand advocacy level 
into the brand story evaluation. This helps managers to understand aspects of the brand story 
manifestation within their organisations. Further, these statements imply that managers should 
evaluate the method of interaction between employees and customers; for instance, how 
employees’ conversations with customers take place, how they start, develop and are 
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maintained. Proper evaluation of these aspects would help in understanding the employee–
brand advocacy level, which contributes to building/nurturing stories about the brand in the 
marketplace.   
 
In summary, the Employee–brand advocacy level subcategory encompasses the idea that 
employees are an essential part of creating and delivering brand stories to consumers through 
their daily interactions. Thus, creating not just satisfied employees, but advocates for the brand, 
is critical to creating a successful brand story in the marketplace. Hence, evaluating the degree 
of employees’ advocacy was regarded as essential by some GCBPs.   
 
The findings of the Employee–brand advocacy level subcategory complement findings 
presented in Chapter 4 and 5. For instance, the managerial standpoint of considering brand 
employees as a vital in establishing healthy connections with consumers and generating 
consumer advocates complements findings illustrated in the Brand experience and An 
approach to brand management categories of the Lenses of brand story meaning theme shown 
in Chapter 4. Moreover, considering brand employees as a viable brand–consumer connection 
point that supports brand managers in explaining values and benefits the brand can offer to 
consumers connects to the findings of the Connecting stories category of the Living and telling 
brand story theme of Chapter 5. 
 
6.4 Summary of Evaluating Brand Story Effect on Brand Management 
Decisions 
 
The sections on this category contain discussion of GCBPs’ perspectives on evaluating their 
brand stories in relation to their brand management decisions. The category demonstrates how 
brand story meanings can influence the decisions and actions of people working in the brand, 
whether managers or employees. Evaluating brand story effect on brand management 
decisions includes four subcategories, briefly summarised below. 
 
The first subcategory is Brand story performance as a manifestation of the brand performance. 
It explains the value of considering a brand story as an expression of what constitutes a brand. 
The discussion of this subcategory concluded that various essential measures used to evaluate 
a brand (e.g., brand equity) are suitable for evaluating brand story performance. The second 
subcategory is Surviving tough times. It suggests that brand survival through difficult economic 
circumstances is a valid indicator of the success of the brand story. The third subcategory is 
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Evaluating brand stories with linked organisational KPIs, which encapsulates the value of 
adopting a holistic lens to assess the performance of departments within an organisation (where 
each department delivers a piece of the brand story) and therefore more accurately determine 
the performance of the brand story in the market. The fourth subcategory is Evaluating 
employee–brand advocacy level. Its gist is that management should measure the satisfaction of 
their consumers to understand the performance of their brand story, but they also need to 
evaluate the satisfaction and advocacy level of employees toward the brand. Employees 
undertake interactions with consumers, so when their brand advocacy level is high, they will 
deliver a better brand story experience. 
 
Findings for each of the above subcategories connect, support and touch on other findings 
demonstrated in categories and subcategories of the Lenses of brand story meaning and Living 
and telling brand story themes demonstrated in Chapters 4 and 5. In this chapter, the final 
paragraph(s) of each subcategory of Evaluating Brand Story Effect on Brand Management 
Decisions category exemplify the nature of connection with other categories/subcategories 
constructed in the PLBS model in detail. 
 
6.5 Chapter Summary 
 
This chapter presents the third theme of the developed PLBS model – the Evaluating brand 
stories theme. Two categories that consist of multiple subcategories are used to illustrate the 
theme of this chapter. Evaluating the resonance of brand story content/message is the first 
category of the Evaluating brand story theme, and it is demonstrated in detail in section 6.1, 
then summarised in section 6.2. Evaluating brand story effect on brand management decisions 
is the second category, and it is explained in section 6.3 and summarised in section 6.4 of this 
chapter. 
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7 Chapter 7 Findings: Data Triangulation using Internal 
Organisational Documents 
 
This chapter presents the results of analysis of organisational documents as part of the 
triangulation process and uses them in support of other categories/subcategories demonstrated 
in the three themes of the PLBS model (i.e., the Lenses of brand story meaning, Living and 
telling brand story, and Evaluating brand stories themes). Data triangulation was used in this 
research to increase the richness of the interview data and the credibility of the findings. Section 
3.6 of Chapter 3 explains the methodology of the data triangulation process, including a review 
of literature on triangulation and document analysis, and shows how the investigator analysed 
the collected documents. The document analysis process was performed on Internal 
Organisational Documents (IODs) and Public Organisational Documents (PODs). This 
chapter focuses on the analysis of IODs; the PODs are covered in the next chapter (Chapter 8).  
 
This chapter comprises the following sections: 
• 7.1 provides an overview of the IODs involved in this study;  
• 7.2 illustrates the categories generated from the IODs of this study, which work as 
supporting categories for other categories and subcategories of the PLBS model that 
generated from the interviewing process; and 
• 7.3 concludes the chapter with an overall summary. 
 
7.1 An Overview of the IODs Involved in this Study 
 
The IODs were provided by four research participants representing four brands; to maintain 
confidentiality, the investigator assigned them the fictional brand names Alpha, Bravo, Charlie 
and Delta. Brands Alpha and Bravo provide beauty and personal care products and services; 
Charlie and Delta are service agencies. Section 3.6 of Chapter 3 shows the types of 
organisational documents involved in this research. 
 
The nature of the IODs varied. For instance, some IODs provide brand managers with 
guidelines for constructing brand communication (e.g., a brand identity guide or brand 
communication platform) and how to take action in the marketplace (e.g., a marketing plan or 
agency briefing). Other documents relate to annual progress (e.g., managerial insights into a 
brand usage and attitude survey), a workshop about brand strategy, and newly adopted brand 
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strategies. Table 3.3 (Chapter 3) lists the types of IODs, brands offering IODs, and number of 
IODs obtained in this research. The set of categories presented in this chapter were distilled 
from an analysis of these documents. 
 
7.2 Supporting Categories of the PLBS Model Generated from the IODs  
 
The findings of the IODs analysis produced four categories concerning efforts within the four 
brands to develop their brand stories (section 3.6 details how the investigator analysed these 
documents). These supporting categories are: 
• Product as a story carrier; 
• Leveraging social media influencers; 
• Leveraging stories in physical touchpoints; and  
• Employees as storytellers.  
 
The findings of these supporting categories (shown in Figure 7.1 and explained in detail below) 
connect to the findings developed from analysis of interview data presented in Chapters 4, 5 
and 6. The connections between the supporting categories developed from the document 
analysis and the categories developed from the interviewing process are illustrated in the final 
paragraphs under each of the supporting categories outlined below. 
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Figure 7.1 Supporting categories generated from the IODs of this study
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7.2.1 Product as a story carrier 
 
Analysis of IODs from brands Alpha and Bravo suggests that their management teams 
considers their products as important brand carriers that deliver pieces of the brand story to its 
consumers. In its brand strategy workshop materials, brand Alpha makes an explicit claim that 
the brand product is the brand’s strongest ambassador. Equally, their documents suggest that 
if the product works well for their consumers then a large portion of the brand story messages 
is essentially delivered. Brand Alpha’s IODs indicate that its management was not just referring 
to messages portrayed in the product packaging but the product’s fitness for use by brand 
consumers, which is linked to the overall quality of the product.  
 
The analysis of brand Bravo’s IODs implies a similar idea with regard to the product (or line 
of products) being a brand story carrier. Their product-related training materials show the 
management’s focus on educating their employees about the products they offer. Such 
documents are designed not only to demonstrate the power or features of the brand’s products, 
but to describe the uniqueness of the internal processes that led to the development of such 
products, as well as the number and kind of patents their products have.  
 
Both of the above pieces of evidence found in brand Alpha and Bravo’s IODs support the 
Evaluating authenticity subcategory of the Evaluating the resonance of brand story 
content/message category. For instance,  the idea of utilising the brand’s hero product to convey 
aspects of the brand story authenticity (see section 6.1.6) and hence evaluating the brand story 
claims is essential for them. Brand Bravo’s training materials indicate that the uniqueness of 
the product and its development processes, as well as patents, help in communicating and 
creating brand association around the product. This contributes to the delivery of pieces of the 
brand story to consumers who will eventually evaluate the product (when using it) against the 
brand’s claims These are elements that GCBPs indicated that they consider as part of their 
brand story evaluation process, in particular in the findings illustrated in the Evaluating the 
authenticity of the brand story claims subcategory. 
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7.2.2 Leveraging social media influencers  
  
The IODs of brand Bravo show that, to reach contemporary consumers, the brand utilises social 
media influencers (SMIs)3 to spread and nurture stories about the brand in different usage and 
consumption situations. For brand Bravo, SMIs are opinion leaders who communicate about 
the product category in which the brand exists and competes. Convincing potential SMIs to 
talk positively about the brand is an important act for brand Bravo’s marketing team; it helps 
the integration of social media channels in the brand strategy to leverage the brand story in the 
market.  
 
Analysis of the IODs of brand Bravo shows it makes efforts to immerse the defined SMIs in 
the brand and its story after obtaining their agreement to communicate about the brand. The 
document analysis found evidence of efforts not just to contact potential SMIs through phone, 
email or face-to-face meetings, but to invite them to visit the brand’s stores, places where 
operations are occurring, and even taking them to the brand’s place of origin to experience 
tangible aspects of how the brand came to exist.  
 
The actions of brand Bravo with respect to SMIs have similarities to those of brand Alpha, 
which invited global business partners to the brand’s place of origin to engage them in an 
emotional experience about the brand (described in detail in section 7.2.6). This indicates that 
SMIs (at least for brand Bravo) are high-status business partners when it comes to the 
development of an effective brand story strategy. From analysing the IODs of brand Bravo, it 
appears that their target consumers are savvy social media users, which is a major reason for 
the brand’s use of SMIs. If the target consumers did not use social media (or had low usage 
rates), then the brand would need to reassess the use of SMIs as part of the brand strategy. 
 
Analysis of the IODs of brand Bravo and their use of SMIs implied that the brand is leveraging 
them beyond spreading stories about the brand and demonstrating possible usage and 
consumption situations. Brand Bravo uses different SMIs to shape the authenticity of the brand 
story through utilising their credibility and relationship with their fan base, as fans trust and 
often purchase the brands their favourite SMIs mention (as indicated in their documents). 
                                               
3Social media influencers (SMIs) ‘represent a new type of independent third party endorser who shape audience 
attitudes through blogs, tweets, and the use of other social media’ (Freberg et al. 2011, p. 1) 
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Further, brand Bravo uses SMIs to enhance its brand content; analysis of one document 
suggested that the SMIs have flexibility to contribute their opinions to the conversation that 
they are creating with their audience, helping to diversify shared stories about the brand.  
 
The concepts of leveraging the power of SMIs and making them brand ambassadors link with 
ideas discussed in the Connecting stories and Shaping brand story authenticity categories 
(sections 5.3 and 5.5). Those categories explain how brands are trying to connect with their 
consumers in all possible ways and provide them with reasons to believe their brand stories.  
 
7.2.3 Leveraging stories in physical touchpoints 
 
The Experiential content subcategory (section 4.2.3.2) contains the idea (based on interview 
analysis) that the meanings of physical brand expressions are not limited to products and 
physical retail stores. They involve, for example, other brand-related properties such as 
buildings, museums, farms or resorts that are created and belong to the brand and portray 
diverse parts of the brand story. 
 
The findings of the analysis of the IODs of brands Alpha and Bravo revealed utilisations of 
stories and events happening at similar physical expressions of the brands (in both cases, a 
branded hotel/retreat). Brand Alpha called their branded hotel/retreat something along the lines 
of an ecological spa hotel, and Brand Bravo called theirs something like an eco-spa retreat4. 
Both physical expressions are located within walking distance of the brands’ birthplaces in 
European villages and provide similar service to their visitors.  
 
Both brands Alpha and Bravo emphasise their brands’ ability to create unique consumer 
experiences beyond ordinary services (i.e., more than just selling products at their stores). Both 
brands imitate aspects of nature to provide a relaxing hotel/retreat atmosphere, and each 
hotel/retreat consists of sustainably designed buildings. Documents about brand Bravo’s eco-
spa retreat claim that visitors enter into a new dimension of relaxation, away from all the 
distractions of the outside world (e.g., they explained that guests’ mobile phones would not 
work inside their rooms).  
 
                                               
4 To maintain anonymity, the actual names of the hotels/retreats are not disclosed.  
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Many contemporary consumers use social media to share special moments of their lives with 
their connections; the IODs suggest that the marketers of brands Alpha and Bravo are seeking 
to spark ways of discussing and sharing consumers’ stories about their experiences with the 
brand using social media channels. The marketers want people to post pictures of their trips to 
the hotel/retreat online and share their experiences and stories with the brand. Such stories 
contribute in creating unique points of difference for each brand, which marketers can leverage 
(at a later stage) and use as an integral part of the emotional experience and stories associated 
with the brand. 
 
Triangulating the insights above with the interview insights provides a link to ideas raised in 
the Multisensory Experiences (section 4.2.3.1) and Experiential content subcategories (section 
4.2.3.2) of the Brand experience category (section 4.2.3), which considered one possible 
meaning of brand story by research participants depicted under the Lenses of brand story 
meaning theme illustrated in Chapter 4. That is, both Alpha and Bravo provide their visitors 
(potential or current consumers) with the means to experience and live aspects of the brand 
story through their hotels/retreats. Such experiences contribute to creating emotional 
attachments for visitors beyond the functional benefit of the brand’s products and create stories 
within consumers beyond mere editorial content (e.g., a story about the brand that they can 
read in a magazine). Provision of experiential brand stories was a key finding within the Brand 
experience category.  
 
The marketers of both Alpha and Bravo analyse the alignment between pieces of stories they 
intended to convey to their hotel/retreat visitors and what those visitors shared through social 
media platforms. These actions support the efforts of GCBPs with regard to aligning values 
embedded in stories of two worlds (the brand and consumer world) discussed in the Congruity 
of story value subcategory of the Comprehending the backstory category of Chapter 5. Further, 
the idea of leveraging shared stories between people on social media platforms supports similar 
ideas illustrated in the Evaluating the emotional alignment between brand story and 
consumers’ stories subcategory (section 6.1.4) of the Evaluating the resonance of brand story 
content/message category.  
 
7.2.4 Employees as storytellers 
 
Amongst the IODs of brand Charlie was a set of materials concerning a ‘story strategy’ 
workshop. The workshop was designed and facilitated by the brand’s marketing team to teach 
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the company’s employees about the power of stories and the importance of using them 
effectively to enhance their communication skills. The workshop aimed to train the employees 
to use stories as part of the communication strategy of the brand, which (as indicated in the 
material) is an integral part of brand Charlie’s new corporate strategy.  
 
The IODs show that brand Charlie’s brand marketing team encouraged employees to think of 
stories as the foundation of future brand projects, and they touched on the idea that human 
beings process and communicate information in the form of stories. The workshop included 
efforts to show employees that communicating with clients using stories can be a pivotal 
strategic enabler in moving the brand ahead and beyond competitors.  
 
Document analysis revealed that employees were taken on an exploratory journey in which 
various short story scripts written by other managers in the organisation (not necessarily from 
the marketing department) were showcased. Each script consists of two to three short 
paragraphs. Analysing the scripts revealed a consistent structure or plot. They begin by setting 
the period (e.g., 20 years ago), then the location (e.g., Paris), introducing the character/s (e.g., 
the brand owner or manager), the character/s goals and challenges, a solution to the challenge, 
and finally a reflection on how the previous steps helped that person to gain new personal and 
professional perspectives, as well as the effect of the character’s actions on the organisation 
and with respect to achieving his or her goals. Alongside engaging the workshop attendees in 
a simple process of writing short stories with a cohesive structure, it appears that the brand 
marketing team (who designed the workshop) intended to use the process to foster the idea that 
current employees can contribute to creating future stories about the brand. 
 
The workshop materials contained an implicit brand story definition that took the shape of a 
metaphorical expression; that is, everyone in the organisation is a ‘StoryRealm’ (also referred 
to in other parts of brand Charlie’s IODs as story fields or domains). In the context of brand 
Charlie’s story strategy workshop, a StoryRealm entails that each person is a meeting point (or 
intersection) of various stories others hold about him or her, alongside stories held about 
himself or herself. Hence, the workshop sought to stress that brand Charlie itself is the sum of 
the many stories its stakeholders (e.g., employees, customers, suppliers and shareholders) tell 
about it, and the story of the brand is more than something the organisation reprints in its 
newsletter – it is how individuals in the organisation interact and lead.  
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Brand Charlie’s marketing team’s metaphorical expression of StoryRealm included four roles 
for different members within the organisation who together create and shape various stories 
about the brand’s world. The analysis found that those roles were amongst the most important 
lessons of the workshop. 
 
The four roles within the StoryRealm of brand Charlie are the organiser, adviser, strategist and 
harvester. The organiser is the person responsible for creating and exploring a possible 
StoryRealm for the brand. The adviser role is about crafting the StoryRealm and engineering 
the space for what the brand leadership team wants its brand to achieve; it entails finding and 
telling stories deemed to be desirable and favourable to share with stakeholders. The strategist 
role is related to shaping currently shared stories and creating new ones; this role is concerned 
with finding possible strategic directions of stories with relation to the brand strategy. Lastly, 
the harvester role is about analysing and synthesising the StoryRealm stories, giving them 
proper names and allocating suitable metaphors that attract and resonate with the organisation’s 
stakeholders. The workshop materials show that all participants engaged in a role-play activity 
using the four roles to get a taste of each and determine which was most suitable for the 
personality of each employee. 
  
To increase the effectiveness of stories created by brand Charlie’s employees, the workshop 
trained them to understand four different types of stories used in business storytelling: 
• a story of the beginning (or founding story) – a reference story used by brand leaders 
to provide a stronger communication foundation; 
• context-setting stories, mainly about how things came to be for the brand, which nurture 
people’s understanding of why things work in the way they do today;  
• ‘belonging-shaping’ stories that answer the ‘what it takes’ (to succeed) question, mostly 
by showcasing success and challenge; and 
• stories that assist embedded brand values, called teaching stories.  
 
Understanding these four types of stories and then engaging the employees in a process of 
formulating various short stories using a standard structure/plot (mentioned earlier) allows 
employees to begin telling effective stories that influence people around them.  
 
The workshop was designed to combine the learnings listed above and push the attendees 
further by giving them a task of finding and defining stories people in the organisation needed 
to stop telling, others that needed to be told repeatedly, and new stories that should be told. 
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Doing so was intended not only to make the employees effective storytellers but to make them 
owners and advocates of stories that fit the new corporate strategic direction of utilising stories 
as part of the communication strategy of the brand.  
 
Analysis of brand Charlie’s story strategy workshop materials suggests that some organisations 
have started to realise the importance of stories and storytelling in communicating and 
connecting with stakeholders and delivering brand messages in better ways than, for example, 
lists of information/tasks. The workshop educated brand Charlie’s employees to be good 
storytellers through widening their understanding of what stories are, their importance and how 
they can communicate different stories to others.  
 
Triangulating insights from Brand Charlie’s IODs, particularly story strategy workshop 
materials, adds to the credibility of insights developed as part of the interviewing process 
(discussed in Chapters 4, 5 and 6). For instance, the purpose and overall design of the strategy 
workshop support the brand’s new strategic direction of utilising stories to manage brand 
communication and increase the effectiveness of communication between individuals in the 
organisation; this connects with and supports ideas expressed under the subcategory Brand 
strategy influencer (section 4.2.4.1) of the An approach to brand management category of 
Chapter 4. 
 
The act of introducing metaphorical roles in story creation and communication by the brand 
(i.e., brand Charlie’s StoryRealm; the organiser, adviser, strategist and the harvester) 
complement the idea of living the brand to convey a better brand story demonstrated in the 
Congruity of story value subcategory of the Comprehending the backstory category of Chapter 
5.  
 
The idea of educating the brand employees on four types of stories that happen in the business 
environment (i.e., the story of the beginning, how things came to be, belonging shaping, and 
teaching stories) and then stating in the materials that all stories that happen in the organisation 
are in fact what constitutes the overall story of Brand Charlie, supports the argument that a 
brand story has more than one definition (or at least that people can tell a brand story from 
multiple perspectives). This shows aspects of why the GCBPs of this study interpreted 
meanings of ‘brand story’ from different viewpoints in Chapter 4 under the Lenses of brand 
story meaning theme. 
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Stories of beginning (discussed in the workshop) and how things came to be stories connect to 
ideas discussed in The ‘why’ of the brand and Sources of the ‘why’ subcategories (sections 
4.2.1.1 and 4.2.1.2) explained under the Core reasons of brand inception category of Chapter 
4. Brand Charlie’s discussions of belonging-shaping stories while showcasing success and 
challenges link to and support the main ideas discussed under the Milestones through time 
(section 4.2.2.1) and Transforming dreams (section 4.2.2.2) subcategories of the Temporal 
journey category of Chapter 4.  
 
7.3 Chapter Summary  
 
This chapter presents the supporting categories of the PLBS model generated from IODs as 
part of the data triangulation process. Document analysis was applied to the IODs of four 
brands; two provide beauty and personal care products and services, the others are service-only 
brands. Data triangulation increased the richness of the data and strengthened the credibility of 
the findings under the three themes of the PLBS model (i.e., Lenses of brand story meaning, 
Living and telling brand story, and Evaluating brand story themes), presented in Chapters 4, 5 
and 6. Sometimes the support was for the main idea behind an entire category and in other 
cases was for specific ideas mentioned in subcategories of the PLBS model themes. This 
chapter demonstrates four supporting categories developed from the IODs: Product as a story 
carrier; Leveraging social media influencers; Leveraging stories in physical touchpoints; and 
Employees as storytellers.  
 
Overall, the supported interview categories in Chapter 4 were: Core reason for brand 
inception, Temporal journey, Brand experience, and An approach to brand management 
categories. The supported interview categories in Chapter 5 were: Comprehending the 
backstory, Connecting stories, and Shaping brand story authenticity categories. The supported 
category in Chapter 6 is Evaluating the resonance of brand story content/message. The final 
paragraphs of each supporting category (mentioned above) generated from the IODs describe 
the nature of connection with other categories/subcategories constructed in the PLBS model in 
detail. 
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8 Chapter 8 Findings: Data Triangulation using Public 
Organisational Documents 
 
The previous chapter presents the findings of the supporting categories developed from 
analysing internal organisational documents (IODs) from four brands and their connections to 
the findings developed from the interview data. This chapter contains the findings developed 
from analysis of public organisational documents (PODs) and their triangulation with the 
interview findings presented in Chapters 4, 5 and 6. The PODs were collected from the websites 
of the brands of the 13 research participants. Section 3.6 provides a review of the data 
triangulation process, the kinds of documents collected for analysis, as well as the 
methodological approach adopted during the analysis stage. 
 
This chapter consists of the following sections: 
• 8.1 provides an overview of the types of PODs and a brief introduction to the findings 
obtained from them; 
• 8.2 presents detailed findings about the categories generated through the POD analysis 
that support the PLBS model categories and subcategories illustrated in Chapters 4, 5 
and 6; and  
• 8.3 concludes the chapter with an overall summary. 
 
8.1 An Overview of the PODs Involved in this Study 
 
The PODs in this research were collected from the brands' websites and were of four types: 
homepages, 'about us' pages, ‘our story/history’ pages, and brand catalogues. Table 3.5 
(Chapter 3) provides details about the PODs. The next few paragraphs give an overview of the 
findings of the analysis of these documents.  
 
The 13 homepages (part of the PODs) examined in this research serve different purposes. Some 
act as a welcome page and give an introduction to the brand’s world; some provide a summary 
of what to expect on the website; some showcase the brands’ major products or services; some 
tell stories about the brand; and others give a demonstration of how the brand fits with people’s 
lives. Sometimes the homepage is like an interactive table of contents. It displays, in an 
organised way (with images, text and links), everything the website offers its visitors; clicking 
on a link opens a new page with details about the topic. Some brands, especially in the service 
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industry, use their homepages to communicate what their clients can expect as a project 
process. They showcase studies, provide expert tips in the form of blog posts or a monthly 
newsletter (usually received after subscription to their website), and most importantly, channels 
of communication (i.e., a ‘contact us’ section). 
 
Brands participating in this study use ‘about us’ web pages (labelled ‘about us’ in their web 
pages) to introduce and define themselves to site visitors. Sometimes they use ‘about us’ pages 
to tell the story of brand creation, history, their business philosophy or what they offer their 
customers. Nine of the 13 brands included in this study had a dedicated ‘about us’ page; the 
exceptions were brands 6, 8, 9 and 11. Brands 6, 8 and 11 described themselves in their ‘our 
story/history’ pages. Brand 11 had neither a dedicated ‘about us’ or ‘story/history’ page, 
instead using its homepage to communicate all necessary information to website visitors. 
 
The ‘our story’ or ‘our history’ pages of brands involved in this study convey different brand 
stories. Some brands in this study present a story about the founder and the purpose behind the 
brand’s creation. Sometimes it is a story about aspects of the brand’s history and important 
events for the brand. The analysis included ‘our story/history’ pages for nine of the 13 brands 
in this study. Brands 4, 7 and 10 provide stories about their brands on their ‘about us’ pages. 
Brand 11 communicates parts of its story through its homepage. 
 
Participating brands use catalogues to communicate comprehensive information (e.g., what the 
brand is, what it offers, its story, store locations) to clients and consumers. Only brands 1, 5, 8 
and 12 made their brand catalogues available to browse/download directly at their websites. 
    
The analysis of the four types of documents (homepage, about us, our story/history and brand 
catalogue) for the 13 brands of this study included consideration of many images and 
copyrighted value propositions. To maintain the anonymity of the brands associated with each 
research participant, the investigator avoided the use of any images relating to the brands and 
paraphrased their taglines and value propositions (while maintaining their intended meanings). 
Hence, the developed supporting categories from the PODs analysis was geared toward 
presenting components of the stories the brands attempt to communicate in the market more 
than their exact content. 
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8.2 Supporting Categories of the PLBS Model Generated from the PODs  
 
The POD analysis resulted in six categories of how brands communicate pieces of their brand 
stories to the public using their websites. (Section 3.6 details the rationale behind data 
triangulation and how the investigator analysed the PODs.) The supporting categories 
identified were: 
• Inviting customer participation; 
• Conveying key pieces of the brand’s backstory; 
• Emphasising the year of brand creation; 
• Following the founder; 
• Stirring emotions via visuals; and  
• Sharing news/stories from the brand’s world. 
 
These categories were used in data triangulation. They support the findings generated from the 
interview data presented in Chapters 4, 5 and 6, and are explained in detail below. Figure 8.1 
depicts the supporting categories generated from the PODs of this study that support different 
interview findings. 
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Figure 8.1 Supporting categories generated from the PODs of this research
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8.2.1 Inviting Customer Participation 
 
In their PODs, brands explicitly and implicitly invite people to discover their worlds to find 
something that can add value to their lives. For example, the homepages of the four ‘beauty’ 
brands (1, 5, 12 and 13) feature phrases such as ‘welcome to our botanical world’ or ‘our 
passion for beauty started in [year], and we are here to share our secrets with you’. The beauty 
brands use images that reflect what their products do (e.g., a person having professional 
makeup applied).  
 
Brands 5 and 12 use some PODs (e.g., homepages or about us pages) to explicitly invite people 
to become part of their stories through describing their experiences with the brands and their 
products or services. The brands invite, request or encourage consumers to share how they use 
the brand in different situations, and offer rewards for such contributions, either psychological 
(e.g., having their names and reviews published on the brand’s website or newsletters) or 
physical (e.g., a shopping voucher in return for a product review).  
 
The act of inviting people to discover the brand’s world and become part of the brand story is 
a consistent feature of the PODs. For instance, the catalogue cover pages of brands 1, 5 and 12 
contain explicit words/statements that welcome the readers to the brand’s world, similar to 
their homepages.  
 
Analysis showed that brands 1, 5 and 12 use visual images in their catalogues to convey the 
essence of their products indirectly. For instance, brand 5 used an image that depicts extraction 
of the power of botanical ingredients and its application to the hand of an ideal consumer. 
These brands used images and videos more than text to welcome their website visitors and to 
convey the value they can provide to their consumers.  
 
Data triangulation shows that findings concerning the Inviting customer participation 
supporting category connect with findings discussed under the Congruity of story value 
subcategory (section 5.1.2) of the Comprehending the backstory category of Chapter 5. For 
instance, analysis of the PODs show that brands try to demonstrate the value of their stories in 
ways that fit with the values their consumers are seeking; they show online visitors aspects of 
the brand intended to provoke curiosity about how it can create value in their lives. Brands 
attempt to immerse consumers in their stories in ways that show ‘congruity of story value’ 
between the brands’ and consumers’ worlds. The brand communication examples of brands 5 
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and 12 described above show that their managers believe that consumers’ stories are integral 
parts of the overall story of the brand, and that having people share their experience increases 
the conversation about the brand in the marketplace. Further, reward schemes tempt non-
consumers to try the brand and to provide story content in the form of reviews. These are 
techniques used by the brands of this study to essentially ‘pull’ people to their worlds. They 
encourage non-consumers to use and like the brand and even become loyal consumers. 
Encouraging people to share their stories and experiences enables brands to understand aspects 
of current and potential consumers’ worlds and therefore create better value for consumers. All 
of these acts support ideas that emerged in the Congruity of story value subcategory, 
particularly the idea of leveraging consumer-generated stories illustrated in this subcategory.  
 
8.2.2 Conveying Key Pieces of the Brand’s Backstory  
 
In this supporting category, brands are attempting to communicate background stories about 
their histories and key events, as well as stories of creation and development. Brands involved 
in this study gave consistent information about their backstories in their PODs. Moreover, 
brands within similar industries communicated stories with similar structure. For example, the 
PODs of the four beauty brands (1, 5, 12 and 13) present stories about their founders – how, 
when and why they started their brands – coupled with stories about times of struggle (before 
and during the brand creation process) and how they overcame those challenges. 
 
More specifically, brand 5’s ‘our story’ page communicates its story using the heading ‘the 
beginning’. It portrays activities of the brand founder that took place more than 50 years ago. 
The story describes the founder’s surroundings (including his home in a famous French village) 
and how it affected the development of the brand, such as his discovery of unique methods to 
extract ingredients from plants and creation of a new treatment for a disease common in the 
village at that time. The story indicates how the founder insisted in taking control of every step 
in the production process to ensure the highest manufacturing standards, and above all to create 
jobs for people in the village who believed in the founder’s vision. The story of brand 5 
illustrates how the brand continues the founder’s the legacy and emphasises its commitment to 
its consumers and the environment.  
 
Similar information about the brand backstory with slightly different communication execution 
(more images) is contained in brand 5’s catalogue. It shows a full-page photograph of the 
village in which the brand originated, with the caption ‘in the 1950s a unique story of a unique 
 164 
brand was born at this very place’. The photograph shows a picturesque and romantic scene of 
village houses surrounded by flowers and other natural features. It seems to invite the reader 
into that world, as it was taken from an angle that suggests the entry to the village. It is followed 
by a summary story about the founder, including the period (1950s), location (rural France), 
the founder’s initial breakthrough, and why the founder wanted to create the brand. The story 
is supported by a black-and-white photograph of the founder experimenting inside his home 
during the 1950s, bolstering the story’s authenticity.  
 
Brand 2 uses the word ‘history’ to describe a backstory that is repeated in the ‘about us’ and 
‘our story/history’ pages. These pages portray the journey of the brand founder since dreaming 
about creating his own business as a young man. The story tells how the brand founder’s 
experience working for big brands shaped and crystallised the idea behind his own brand. The 
history page of brand 2 also tells how the brand founder moved between countries to gain 
professional experience, the names of educational institutions he attended, and indicates the 
year of brand creation.  
 
Brand 4 uses a ‘who we are’ section in its ‘about us’ page to tell a short story (four paragraphs) 
about ‘where it all started’. It starts with a date (more than 60 years ago), a city and the names 
of the founders, then describes how the positive response to the founders’ vision led to the 
creation and initial success of the brand. The section goes on to describe the situation of the 
brand today, how it has evolved and grown, with branches in multiple cities. The ‘our story’ 
pages of brands 6 and 8 have a similar structure, giving creation dates and the names of the 
founders, outlining why they created their brands and the ideas they developed to improve their 
communities. Both founders had visions beyond personal gain. The ‘our story’ pages of brands 
6 and 8 show how the brands evolved in alignment with the founders’ visions, and how their 
value propositions sharpened over the years.  
 
Brand 8 uses its catalogue to tell a similar backstory to its ‘our story’ page but with extra details. 
Brand 8 starts its catalogue by telling the story of the brand’s inception, which it calls ‘the birth 
of an idea’, illustrating how the idea of the brand arose in the mind of the founder in its year of 
creation. The story depicts how the brand founder strived to build the brand through the years 
by avoiding complexity and maintaining focus on the big dream. It states that the founder 
clearly articulated his vision for the brand and his core values, which made it easier for people 
around him to develop the brand. 
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These findings in the Conveying key pieces of the brand’s backstory supporting category 
connect with previous findings presented in Chapters 4 and 5. For instance, conveying stories 
about why the brand was created as part of the brand’s backstory is similar to research 
participants’ meanings behind the brand story depicted in The ‘why’ of the brand subcategory 
(section 4.2.1.1) under the Core reason for brand inception of Chapter 4. Also, the progress of 
brands through the years (as indicated in the above supporting category) complement findings 
of the Milestones through time subcategory (section 4.2.2.1) illustrated in the Temporal journey 
categories of Chapter 4.   
 
The above examples of stories of how management followed the visions of the brands’ 
founders, and how those visions influenced managerial decisions and were invoked in 
maintaining the future for the brand, complement the findings under the Brand strategy 
influencer subcategory (section 4.2.4.1) of the An approach to brand management category of 
Chapter 4. Comprehending true meanings behind founder stories, creation stories and brand 
purpose influences how management take brand-related decisions.   
 
In addition, the findings of the Conveying key pieces of the brand’s backstory supporting 
category link with ideas demonstrated in the subcategory Creating content in backstory context 
(section 5.3.1) under the Connecting stories category of Chapter 5. The fact that brands utilise 
stories from their worlds and communicate them in the market (as indicated in the POD 
examples above) implies that they understood the value(s) found in their stories and they are 
trying to communicate such value(s) to their current/potential consumers. This is similar to the 
interview findings encapsulated in the Creating content in backstory context subcategory. 
 
8.2.3 Emphasising the Year of Brand Creation 
 
Almost all studied brands include the year of brand inception or creation in their 
communications and emphasise it at multiple locations in their PODs (e.g., homepages, ‘our 
story/history’ pages and catalogues). The exceptions are the brands created after the year 2000 
(i.e., brands 2, 7 and 10), which mention their year of inception in ‘about us’ or similar pages, 
but with little emphasis or repetition. 
 
In this study, the brands created around half a century ago place their year of inception either 
next to their logo or with their value proposition statement. They use words such as ‘established 
in [year]’ or ‘since [year]’ and remind visitors of the year of brand creation repeatedly to signal 
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their authenticity, expertise and longevity in their field. For example, the four beauty brands 
(1, 5, 12 and 13) use words such as ‘our 50 years of experience allowed us to develop unique 
solutions…’. All four beauty brands show images of scientists or laboratories alongside text 
such as ‘our scientists developed…’ or ‘our cutting-edge technology developed since the first 
day of brand creation’ or ‘a scientifically proven formula’. Further, their use of scientists and 
laboratories is aligned with their brands’ value propositions, in which each emphasises that it 
is the expert in its field (or product category). 
 
The Emphasising the year of brand creation category complements the findings illustrated in 
the Capitalising on brand longevity subcategory (section 5.5.2) under the Shaping brand story 
authenticity category of Chapter 5. It demonstrates that marketers use the brand’s foundation 
year to add to the credibility and authenticity of the brand’s claims and the story a brand wants 
to build in a given marketplace. 
 
8.2.4 Following the Founder 
 
The findings in this supporting category show that some brands make their current business 
decisions in ways that match and reflect their brand founder's stories (especially stories related 
to brand creation). For instance, on their homepages, brands 1, 5 and 12 indicate continuity 
between their founders’ stories and what is happening today in their businesses. Each of these 
brands states in one way or another that they are continuing the story of their founders. For 
instance, brand 1 states ‘we are following the passion of our founder’, brand 5 affirms that it is 
‘following the founder’s vision’ and brand 12 mentions that ‘the journey started, and we are 
committed to walking on the same path of our founder'5.  
 
While brands 1, 5 and 12 used words such as ‘made in France’ in their PODs to signal authority 
and high quality, the analysis shows that they also use their country of origin to signal that they 
have stayed true to their brand founders’ principles – producing their products in their home 
country with the help of their local communities. To illustrate how the brand is following the 
founder’s vision, brand 5 explains how it is currently controlling its major production 
processes: planting seeds, harvesting plants, performing advanced R&D in its own labs, and 
finally manufacturing products in its own factories for sale in its own shops. Each description 
                                               
5 All statements attributed to brands 1, 5 and 12 were paraphrased by the investigator to maintain 
anonymity. 
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of the value chain is supported by photographs of the process. The brand is visually 
communicating what makes their story and its offerings unique in their marketplace, and that 
this is what the founder intended for the brand. 
 
The analysis showed that the founder’s vision is part of his/her story and that current 
management align their decisions with it as much as possible. For example, brand 8 implies in 
their ‘our story' page and brand catalogue under their story ‘the birth of an idea’ that the current 
business is a continuation of the brand founder’s vision for the brand in the 1960s. Brand 8’s 
message is that the brand’s position in the market reflects the transformation of the founder's 
dream into reality – making best-in-class products that empower their targeted consumers. 
 
The brand values embedded in the brand by its founder are part of the findings of this 
supporting category. For instance, brand 13's 'our story' page uses the title 'a family story'; 
family is a core value for the brand and their theme of communication in almost all their web 
pages. The meaning of 'family' in the story is all people surrounding the brand – management, 
employees, suppliers, customers and their families. Brand 13 demonstrates that the brand's 
current mission is inspired and guided by the values the founders instilled in the brand through 
their 'family story', and each business decision they take connects with values embedded in that 
story. 
 
Following the founder does not mean that the founder is no longer involved in the business. 
For example, brand 2’s ‘About us’ page outlines the brand founder’s recent involvement in 
helping clients achieve their dreams and long-term goals, and how witnessing the satisfaction 
of the brand’s clients made the current management eager to expand the practice. The page 
gives a clear indication of what the brand managers believe and why they are devoted to 
providing innovative solutions to their clients in a way that matches the vision of the brand 
founder. It shows a list of the brand’s senior managers, directors and consultants (including the 
founder, who is still running the business).  
 
Brands 1, 2, 5, 8, 12 and 13 demonstrate in different ways the current situations of their 
businesses and link them to the brands’ beginnings and the stories of their founders. Their 
managements are clearly trying to align their founders’ stories to the brands’ current business 
directions, as is evident in their reporting of current events.  
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The findings revealed in the Following the founder supporting category show that brands 
intend to add to the authenticity of their brand stories and portray aspects of their brand 
marketers’ honesty in developing the brand stories in the market. This supports the findings 
represented in the Honesty of brand marketers and Being true to the big story subcategories of 
the Shaping brand story authenticity category (section 5.5), as well as The ‘why’ of the brand 
subcategory under the Core reason for brand inception category and the Brand strategy 
influencer’ subcategory under the An approach to brand management of Chapter 4. In addition, 
management’s continuation of the brand founders’ stories and characterisation of them as part 
of their brand stories support the idea of ‘a never-ending path’ demonstrated under the 
Milestones through time subcategory (section 4.2.2.1) of the Temporal journey category of 
Chapter 4.  
 
8.2.5 Stirring Emotions via Visuals   
 
Analysis of the PODs indicated that all brands included in this study use visual elements to tell 
a wide range of stories about their brands. These unique, often highly aesthetically pleasing 
visuals are designed to elicit emotions in their online visitors and contribute to creating aspects 
of the brand story that they can experience.  
 
The PODs of the beauty brands (1, 5, 12 and 13) contain creative combinations of images and 
words to stimulate more than one human sense to immerse readers in the story (or messages) 
that each brand is trying to convey. For instance, brand 5 uses an image of some of its products 
alongside real fruit in a picnic basket set in a green landscape. The image is accompanied by a 
short story (three lines) featuring phrases such as ‘delicious scents’, ‘a tasty collection’, ‘fresh 
from the market’ and ‘touch of pleasure’. The combination of such images and words is 
executed in a way that implies they are edible (even though they are beauty products, not food) 
and desirable. This particular image appeals to the sense of sight through its colour, high 
quality, and creative arrangement of products in the basket. The senses of taste and hearing are 
catered for by phrases such as ‘delicious scents’ and ‘tasty collection’. The use of a phrase like 
‘fresh from the market’ makes the reader think of the freshness of natural produce. ‘Touch of 
pleasure’ could stimulate the mind to think of the pleasant sensation of applying these beauty 
products to the skin. 
 
The use of visuals to provoke emotions is not only used in current marketing campaigns but to 
tell stories of the past (e.g., brand founder/creation stories). For instance, brand 5 uses many 
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images (both black and white and contemporary photographs) alongside text descriptions to 
show the development of the brand over the years. One section of its story has a timeline that 
starts with the birth of the brand founder, notes important events in the founder’s life, the date 
of creation of the brand, and major developments and milestones.  
 
Using visuals to provoke viewers’ emotions was not limited to the beauty brands in this study. 
For example, brand 8 embeds its story with many visuals (nearly one visual for each paragraph 
in its story page). It illustrates the story of its founder during the 1960s, and of the brand’s early 
days of operation, with black-and-white photographs. Modern colour images of contemporary 
consumers show how the brand empowers them and their families to live better lives through 
consuming best-in-class food products. 
 
In this study, visual elements used to stir the emotions of website visitors were not limited to 
still images. Many brands (e.g., 1, 5, 8, 9, 12 and 13) use videos extensively, in addition to text 
and images, in their ‘our story/history’ pages to communicate their stories. Most videos are 
short (around 2–3 minutes), and show (sometimes in a documentary style) where, how and why 
the brands started and how the current management continues the story using the latest 
technology and innovative approaches. Some videos include consumers as part of the brand 
stories. Videos of all brands in this study communicate with viewers in a tone that complements 
the brand’s character (e.g., a caring voiceover to match the brand’s core value of caring about 
people). For example, brand 13 uses high-quality video to depict the children of the founders 
who now run the business in alignment with the fundamentals their parents formulated. The 
background, the music, the image editing, and the words and tone of the voiceover provoke the 
emotions of viewers.  
 
The findings presented above show that brands of this study attempt to stimulate multiple 
senses of current or potential consumers using visual elements. The creative use of videos (as 
in the example of brand 13 above) makes it easier for a brand to immerse potential consumers 
in the story they want to convey through provoking more than one human sense (e.g., via sight 
and hearing), creating more emotional attachment toward the brand. These findings 
complement the subcategory of the Multisensory Experiences subcategory (section 4.2.3.1) 
under the Brand experience category of Chapter 4, which shows that a possible brand story 
meaning is manifested in the idea of providing consumers with stories that engage multiple 
senses in their interaction with a brand (e.g., via sight or hearing). Furthermore, the findings of 
the Stirring emotions via visuals also complements the idea of research participants moving 
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toward creating experiential brand stories discussed within the Creating content in backstory 
context subcategory (section 5.3.1) of the Connecting stories category demonstrated in Chapter 
5. The use of visuals that support brands’ claims is designed to make the viewer empathise 
with the story and the challenges faced by the brands’ founders; this complements the technique 
of ‘aligning the brand tone with its visual communication' expressed by research participants 
under the Compelling communication tone subcategory (section 5.5.4) of the Shaping brand 
story authenticity of Chapter 5.  
 
8.2.6 Sharing News/Stories from the Brand’s World 
 
Brands in this study utilise their PODs to share news and stories occurring within their worlds 
in a variety of ways. Some brands share news in blog posts, press releases, and articles in 
their catalogues that convey a range of stories relevant to the brand and its targeted 
consumers. Such communications emphasise awards, patents and professional affiliations, or 
share information about recent projects and case studies performed by the brand. The findings 
suggest that the act of continuously sharing news and stories from within the brand’s world 
is intended to increase the trust of current/potential consumers toward the claims and 
messages communicated by the brand. 
 
For instance, the catalogues of brands 1, 5 and 12 communicate pieces of stories about events 
in their worlds. Brand 1 communicates a story about partnering with leading makeup artists to 
create special events called ‘makeup days’ and bringing those artists into the brand’s retail 
shops to apply makeup to store visitors who can then be photographed professionally. The 
images show people lined to enter a shop buzzing with customers, and people browsing and 
testing beauty products while waiting their turn with the makeup artist. The catalogue shows 
customers engaging with each other and taking photos on their mobile phones. 
 
Brand 5 conveys a story about creating a fashion show in Barcelona – a collaboration with a 
famous Spanish designer. The fashion brand provides the clothing lines; brand 5 was 
responsible for providing and applying makeup to the fashion models using the brand’s 
products and experienced makeup artists. Both brands are premium brands, suggesting that 
they have similar target customers. The fashion show was obviously designed to appeal to the 
target market and attendees were clearly excited by the show (photographs show a millennial 
audience smiling and taking pictures next to the runway). Audience participation appeared to 
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help both brands to create conversations through people who attended the show and shared 
their experiences on social media channels. 
 
Brand 12 created a marathon day in Paris, involving many thousands of many participants 
(consumers and non-consumers), and featured many images of the event in its catalogue. 
Photos of the event do not portray sales activities or distribution of free product samples; they 
show the brand supporting a healthy and challenging event that benefits participants physically 
and mentally, improving their happiness and confidence. This marketing approach aligns with 
the brand founder’s belief that beauty is not just about how you look but comes from the inside 
and relates to how people feel about themselves. 
 
Furthermore, brands 1, 5 and 12’s PODs show, in different degrees of emphasis, their concern 
for the environment and making the world a better place (e.g., by fixing the infrastructure of 
African villages and educating people about healthy living (brand 1), using an efficient and 
environmentally sustainable manufacturing process (brand 5), and global tree-planting 
initiatives (brand 12)). The document analysis suggests that these brands care about matters 
beyond financial gain, a concept linked to the values espoused by the brands’ founders. 
 
Although the findings indicate that brands 1, 5 and 12 are the most active of the sampled brands 
in communicating news and stories, other brands engage in the same process to varying extents. 
For example, brand 4 shows the latest three media articles about the brand on its homepage, 
typically involving stories showing how community members are involved in different ways 
with the brand to serve noble causes (e.g., helping and empowering people with disabilities). 
Brand 9’s homepage includes a ‘media centre’ box, which shows its latest social media posts 
(Facebook, Instagram and Twitter), and their latest press release. Brand 13’s homepage 
typically shows five or six thumbnail images with brief information (two lines) about a news 
item related to the brand. Their news includes new products, recent events in the company or 
changes in the board of directors, and innovations.  
 
It was evident that brands use their PODs to highlight awards and industry affiliations that 
demonstrate aspects of their industry expertise, which nurture current/potential consumers’ 
trust in the brands and the authenticity of their brand stories. For instance, the homepages of 
brands 1, 5, 12 and 13 portray awards and other forms of recognition from global beauty 
institutes and leading magazines, as well as positive comments from consumers. Brand 2 shows 
awards from well-known global business institutes and the names of institutes with which it is 
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affiliated. Brand 3 states in its ‘about us’ page that the brand’s ‘solution’ is being recognised 
globally and has received several awards for marketing excellence. All of these 
communications are designed to add to the brand’s authenticity and give consumers reasons to 
trust the brand’s claims and the quality of its offerings. 
 
The findings show that brands are exploiting all possible opportunities in their PODs to 
highlight any patents for their products or production processes and other evidence of 
innovation. For instance, brands 1, 5, 12 and 13 use their ‘about us’ (and home) pages to explain 
their scientific approaches to product development. They describe the latest trends in research 
and focus on the innovation and technology behind their products. They mention their patents 
(often including their number and nature) and state the number of years their scientists had 
worked to make the breakthroughs now contained in their products. Each brand explains its 
innovations and how it leverages them to develop advanced solutions that meet their 
customers’ needs. All four brands use some scientific or technical language in these pages, but 
their communications are overwhelmingly in lay language, making them easy for almost 
anyone to understand. 
 
Brand announcements and stories also concern the brand’s latest projects and case studies. The 
findings show that recent projects or case studies in the collected PODs are confined to the 
business services brands. The creative design agencies (brands 7, 10 and 11) showcase studies 
and projects in more than one section of their PODs. Brands 2 and 3 (marketing strategy 
consultancies) list their clients’ names and show testimonials as part of the news/stories 
happening in their worlds.  
 
Triangulating the above findings with those presented in the previous chapters shows that the 
analysis of PODs supports and connects with more than one category or subcategory of 
Chapters 4, 5 and 6. For instance, the finding that brands continuously communicate 
announcements or news/stories about events taking place in their worlds supports the findings 
demonstrated in the Milestones through time subcategory (section 4.2.2.1) under the Temporal 
Journey category of Chapter 4. These categories are about the progress of the brand over time 
as a possible meaning of brand story. 
 
Telling stories about events (e.g., brand 1’s makeup day or brand 5’s fashion show) increases 
the brand–consumer connection, both for people who attend the events or those who read about 
them. Attendees and readers will experience different aspects of the brand story, reinforcing 
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the credibility of the Providing a multisensory story experience subcategory (section 4.2.3.1) 
under the Brand experience category of Chapter 4. Brands’ generation of stories through 
special events also supports the idea of ‘creating experiential stories’ discussed under the 
Creating content in backstory context subcategory (section 5.3.1) under the Connecting stories 
category of Chapter 5, as does the idea of creatively combining images and text to stimulate 
more than one human sense. 
 
Embedding brands’ PODs with mentions of industry awards, patents, professional affiliations, 
quotes from leading magazines, clients’ testimonials, or sharing case studies helps validate the 
claims of the brands when they attempt to articulate pieces of their brand stories in the market. 
Brands strive to appear authentic and trustworthy in their communications; this links to the 
findings demonstrated in the Evaluating the authenticity of the brand story claims subcategory 
under the Evaluating the resonance of brand story content/message category of Chapter 6, 
which shows that GCBPs engage in continuous evaluation of their brand stories in the 
marketplace. It also supports the Honesty of brand marketers subcategory of the Shaping brand 
story authenticity category of Chapter 5, and is part of the findings of the Milestones through 
time subcategory of the Temporal Journey category of Chapter 4. 
 
Using easy-to-understand scientific/technical language (e.g., brand 1, 5, 12 and 13) 
complemented with visuals enables website visitors to understand stories from the brand’s 
world and the values that the brand wants to convey. Hence, visitors find values in the brand 
story that resonate with their own stories, creating better connections between their worlds; this 
supports findings explained in the Connecting stories category of Chapter 5.  
 
8.3 Chapter Summary 
 
This chapter presents the findings from analysis of PODs from the brands of the 13 interviewed 
GCBPs. These were used into data triangulation to increase the richness of the data and the 
credibility of the interview findings illustrated in Chapters 4, 5 and 6. They support the three 
themes of the PLBS model: Lenses of brand story meanings, Living and telling the brand story, 
and Evaluating brand story. The findings in this chapter consist of six supporting categories 
that summarise the major techniques brands use to convey their brand stories in the market. 
The categories are:  
• Inviting customer participation; 
• Conveying key pieces of the brand’s backstory; 
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• Emphasising the year of brand creation; 
• Following the founder; 
• Stirring emotions via visuals; and  
• Sharing news/stories from the brand’s world. 
Overall, the POD analysis findings supported ideas illustrated under the four categories of the 
Lenses of brand story meanings theme demonstrated in Chapter 4 (i.e., the Core reason for 
brand inception, Temporal journey, Brand experience, and An approach to brand management 
categories). The POD analysis also supported the ideas contained in the three categories of 
Living and telling the brand story theme presented in Chapter 5 (i.e., Comprehending the 
backstory, Connecting stories, and Shaping brand story authenticity categories). The PODs do 
not show which elements brands consider when evaluating the success of their stories, or how 
they do this. Nevertheless, evidence implies support for more than one idea demonstrated in 
the Evaluating the resonance of brand story content/message category of the Evaluating brand 
story theme of Chapter 6. The final paragraphs of each supporting category generated from the 
PODs exemplify the nature of connection with other categories and subcategories within the 
PLBS model. 
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9 Chapter 9 Discussion 
 
The practitioner-led brand story (PLBS) model developed in this study comprises three themes 
developed from analysis of the interviews with global contemporary brand practitioners 
(GCBPs): Lenses of brand story meaning, Living and telling brand story, and Evaluating brand 
story. These themes and their categories/subcategories were presented in Chapters 4, 5 and 6. 
Chapters 7 and 8 contain the findings of analysis of internal organisational documents (IODs) 
and public organisational documents (PODs) respectively, which were used for data 
triangulation to increase the credibility of the interview findings (for details of this 
methodological approach, see Chapter 3).  
 
This chapter strengthens the PLBS model by theoretically grounding the findings within the 
literature. It highlights the study’s key findings, positions them with respect to relevant 
literature, and shows how they confirm or contrast with previous research findings. This 
process is an integral part of the grounded theory methodology described in Chapter 3. 
Following the principles of grounded theory, the literature was not exhausted completely prior 
to commencing this study. As in many other studies, literature was consulted to inform the 
study (Chapter 2) and treated as part of the inductive process of data collection and analysis to 
reach the developed findings (the theory). The developed theory directed the investigator to 
additional appropriate extant literature, theories and concepts that have relevance to the 
emerged findings (e.g., Goulding 2005; Krush et al. 2015).   
 
This chapter is structured as follows:  
• section 9.1 contains a discussion of the PLBS model with respect to relevant literature;  
• section 9.2 provides answers to the research questions (presented in Chapter 2 as part 
of the literature review to inform the study and also highlighted in Chapter 1); and 
• section 9.3 concludes the chapter. 
 
9.1 Positioning the PLBS model within the literature 
 
The discussion in this section pulls the findings of this study together. It is structured according 
to the components of the PLBS model presented in Chapters 4–6 (i.e., themes 1–3). The 
following discussion highlights the key ideas in each of the categories developed under each 
theme and links them to relevant literature.  
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9.1.1 The Lenses of Brand Story Meaning Theme  
 
The first theme developed in this study was Lenses of brand story meaning, described in detail 
in Chapter 4. It encompasses the GCBPs’ perspectives on the term ‘brand story’ and what it 
means to them in practice. This theme contains four categories: Core reason for brand 
inception, Temporal journey, Brand experience, and An approach to brand management.  
 
9.1.1.1 Core Reason for Brand Inception 
 
The Core reason for brand inception category is described in section 4.2. Its key idea is that 
the brand story is the reason behind brand creation, and that the brand founder’s story is at the 
heart of the brand story. The Core reason for brand inception category contains two 
subcategories: The ‘why’ of the brand (section 4.2.1.1) and Sources of the ‘why’ (section 
4.2.1.2). 
 
The findings for this category echo those of previous research. For instance, Fog et al. (2010) 
discussed the idea of the ‘core story’, using the metaphor of the ‘brand tree’ to demonstrate it. 
The idea behind Fog et al.’s brand tree is to demonstrate how a strong, long-lived brand is built 
through what they called ‘holistic storytelling’ (p. 56), in which all communications in the 
brand (internal or external) evolve around the brand’s core story. They found that a core story 
maps the journey for the entire brand and acts as a compass that directs brand communication, 
or as they stated, ‘the core story is the trunk of the company's brand. All the stories being told 
in and around the company should stem from this one core story – just as nourishing leaves 
grow from the branches of the tree’ (Fog et al. 2010, p. 57). The Core reason for brand 
inception category, which revolves around the idea that led to the brand creation, has obvious 
similarities to Fog et al.’s (2010) ‘core story’.  
 
The importance of the brand purpose was evident in the findings relating to the Core reason 
for brand inception category, and previous researchers have published similar results. Kapferer 
(2012) asserted that the brand purpose entails (re)defining the most important reason for a 
brand to exist; it is about the absolute necessity of brand existence. The brand purpose 
‘considers how the world is going to be a better place as a consequence of the brand’ (de 
Chernatony 2001, p. 35). Furthermore, de Chernatony discussed the ‘five whys’ approach to 
uncover the brand purpose, in which a facilitator (or brand consultant) asks brand employees 
questions such as ‘why is it important that the organisation markets its brand?’ (p. 35); through 
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repeated ‘why’ questions, the brand purpose is unearthed. This is similar to findings discussed 
under The ‘why’ of the brand subcategory. In the findings presented in the previous chapters, 
there was an emphasis on the core meaning of the brand story. For example, KI7 spoke about 
uncovering what is called the ‘big why’ of the brand through asking ‘why’ questions from 
different angles.   
 
Jones (2005) found that understanding the value a brand can create for its stakeholders is 
challenging due to the complexity of the context in which a brand exists, but that the 
development of a brand depends on its ecosystem. Jones asserted that both the firm and 
stakeholders contribute to the creation and co-creation of brand value. This is similar to the 
findings of this study, in that sometimes a brand founder creates a brand to satisfy his/her 
personal dream (see section 4.2.1.2), and at the same time to create a solution and value for the 
community in which the brand exists (its ecosystem). Moreover, some of the findings in the 
supporting categories (e.g., Conveying key pieces of the brand’s backstory) indicate that some 
brands engage with their community to create the brand and its story. 
 
The findings of this study show that some sources of the ‘why’ behind the brand inception, 
such as fulfilling a dream and the founder’s life story, can create a brand story that provokes a 
state of emotional empathy within the consumer. These sources provide brand marketers with 
emotion and a sense of purpose. These findings are supported by those of Carnevale, Yucel-
Aybat and Kachersky (2018), who investigated the moderating role of consumers’ implicit 
mindsets, showing that consumers have more positive attitudes to the brand when its stories 
are meaningful rather than happy, and especially when characterised by a mixed affective 
component and a sense of purpose.  
 
One important idea discussed in the findings under the Core reason for brand inception 
category is the engagement of the brand founder with the brand community and the importance 
of stories unfolding from such interaction to create a brand that resonates with consumers over 
the long term. The findings show that sometimes a brand community starts in the place where 
the founder started the brand, but subsequently expands over a wider area. This accords with 
Muniz and O'Guinn’s (2001) definition of brand community as ‘a specialized, non-
geographically bound community, based on a structured set of social relations among admirers 
of a brand’ (p. 412). As this study showed, a modern brand community is rarely exclusive to 
one geographical area, but includes brand enthusiasts worldwide. The findings also align with 
Muniz and O’Guinn’s argument with regard to the importance of creating a long-lasting brand 
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through the community, stating ‘brand communities are participants in the brand’s larger social 
construction and play a vital role in the brand’s ultimate legacy’ (p. 412). 
 
9.1.1.2 Temporal Journey 
 
The Temporal journey category is described in section 4.2.2. It encompasses the brand’s 
progression through time as a possible meaning of the brand story. The findings of this category 
give importance to stories of the brand’s founder and his/her envisioned future for the brand, 
as well as the progress and milestones the brand achieves during its lifespan. This category 
comprises two subcategories: Milestones through time (section 4.2.2.1) and Transforming 
dreams (section 4.2.2.2).  
  
The literature connects with the findings outlined above in multiple ways. For instance, 
Woodside (2010) asserted that narrative theorists commonly suggest a three-level division of 
narratives. Woodside gives an example of Bal (1985, pp. 7–9) who proposed fabula, story and 
text: the fabula is about the series of chronologically and logically related events or experiences 
caused by actors; the story is how the fabula is looked at and consists of ‘traits’ or ‘aspects’ 
special to a given story; and the text is about how an agent (e.g., a storyteller) uses language 
and signs to relate a story. The idea of fabula is particularly relevant here, because it matches 
how, in the Milestones through time subcategory, events a brand faced through time enable 
depiction of a brand story. Fabula is also evident in the document analysis findings, where 
findings under the supporting category Conveying key pieces of the brand’s backstory show 
that some brands use a series of events (or brand history) to refer to their brand stories.   
 
Woodside (2010) explained that a significant amount of information stored in and retrieved 
from human memory is episodic (c.f. Fournier, 1998; Schank, 1990). That is, each story 
happens within a specific context, including aspects such as inciting incidents, special events, 
or person–brand relationships. The use of the term ‘episodic’ aligns with the use of ‘series of 
events’ to describe the brand story in this study. Huang (2010) agreed with Woodside (2010), 
stating ‘people perceive events and narratives as episodes, each with a beginning, middle, and 
an end’ (p. 308), echoing Bruner’s (1986) contention that a narrative structure is how people 
store knowledge inside their minds. Finally, Stern (1994) asserted that a plot is an integral part 
of a story that organises story events with a beginning, middle and end. Stern identified four 
plot elements that should be incorporated in a story; progression of temporal events, conflict, 
characters and outcome. 
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While the idea of having a beginning, middle and end in the story plot suits the idea of episodic 
events, and verifies the Milestones through time subcategory, it should be noted that the idea 
of A never-ending path (discussed in the same subcategory) suggests that a brand story itself 
has no ending. Rather, a brand story has a set of stories (e.g., events or marketing campaign 
stories) that can each have their own end but remain part of an ongoing brand story. This 
interpretation chimes with Fog et al.’s (2010) ‘brand tree’ and ‘core story’ ideas, which imply 
that a brand has a continuously unfolding story, similar to this investigator’s idea of a never-
ending path.  
 
In addition, the findings of the Transforming dreams subcategory show the importance of 
telling stories that reflect how brand founder(s) transformed the brand from a mere idea to a 
physical entity, and how the founder overcame obstacles to do this. The literature contains 
much discussion of the idea of conflict making a story more compelling to its audience. For 
instance, Woodside (2010) and McKee (2003) agreed that a good story deals with opposing 
forces, and involves the protagonist working with limited resources, making tough decisions 
and taking risks. Likewise, Brown and Patterson (2010) confirmed Zuckerman’s (1994) 
assertion that ‘conflict, conflict, conflict’ (p. 553) makes a compelling story. These elements 
align with the findings of this study, in that the brand story that describes the transformation of 
the founder’s dream into reality deals with conflict and struggle during the creation stages of 
the brand. When brands communicate such stories to consumers, the brand becomes more 
interesting to them.  
 
9.1.1.3 Brand experience 
 
The Brand experience category is described in section 4.2.3. It illustrates how GCBPs view 
brand story as an experiential story with which people can experience and interact more 
meaningfully than with editorial outputs (e.g., a written story in a brand catalogue). The 
findings of this category indicate that brand stories can reach the hearts and minds of consumers 
through engaging multiple human senses, and that the whole experience creates the real 
meaning behind the brand story concept. This category comprises two subcategories: 
Multisensory experiences (section 4.2.3.1), and Experiential content (section 4.2.3.2). 
 
Many authors have discussed the concept of brand experience. For instance, Brakus, Schmitt 
and Zarantonello (2009) defined brand experience as ‘sensations, feelings, cognitions, and 
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behavioural responses evoked by brand-related stimuli that are part of a brand's design and 
identity, packaging, communications, and environments’ (p. 52). An experience can happen 
when a person searches or shops for a product, receives service, or consumes the product 
(Brakus et al. 2009; also Arnould, Price & Zinkhan 2002; Brakus, Schmitt & Zhang 2008; 
Holbrook 2000). While a consumer is exposed to utilitarian product attributes when he/she 
searches for, shops for and consumes brands, he/she is also exposed to numerous brand-related 
stimuli such as colours, shapes, typefaces, designs, slogan, mascots and characters (Bellizzi & 
Hite 1992; Brakus et al. 2009; Keller 1987; Veryzer & Hutchinson 1998). Brakus et al. (2009) 
claimed that consumers perceive brand-related stimuli as parts of a brand’s design and identity, 
marketing communications, and marketplace environments, all of which contribute to creating 
a ‘brand experience’ that influences consumers’ subjective and internal responses to the brand.  
 
The conceptualisation and explanation of brand experience given above align with the findings 
of this study. The Brand experience category points toward the value of providing consumers 
with an experiential brand story in all aspects of consumer–brand interaction. Previous 
researchers’ concept of brand experience is, in some GCBPs’ eyes, equivalent to a brand story.  
 
On a closely related note, experiential marketing is an important concept for many business 
practitioners. Many retailers have embraced experience management to create a distinctive 
experience and superior service for their customers (Verhoef et al., cited in de Farias, Aguiar 
& Melo 2014, p. 92). de Farias, Aguiar, and Melo found that experiential marketing can 
enhance the sensory parts of consumption; they perceive a retail store as a collection of 
messages, cues and suggestions that influence buyers’ decisions, and argued that all kinds of 
business can offer unique experiences to their consumers. Colours, music, smell and general 
ambience are elements in the management of customer experience (especially in retail stores), 
and GCBPs interviewed in this study considered them important part of the brand stories they 
wanted to convey and vital to how consumers experience their brands.  
 
Lundqvist et al. (2013) reported that stories help create experiences that appeal to consumers’ 
dreams and emotions. The link between a consumer’s self and the brand is enhanced when a 
brand creates a story which stimulates experiences stored in memory; a well-developed story 
plot enables consumers to organise experiences and attach meanings to them (Huang 2010). 
Providing consumers with compelling brand stories can maximise brand experiences 
(Mossberg 2008). Woodside (2010) asserted that story indices (e.g., locations, actions, 
problems and characters) offer touch points of the core message of a story to consumers, which, 
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Woodside argued, is central to concepts such as consumer theory’s ‘self-brand connection’ 
(SBC – Escalas 2004; illustrated in Chapter 2; it implies that people interpret their experiences 
by placing their inferences into a story). Woodside wrote that consumers’ actions and thoughts 
in an industry such as tourism involve elements of stories. The tourist (the protagonist) 
produces stories in the form of travel plans, diaries, blogs and actions including leaving home, 
physical movement, reaching destinations and returning home. Woodside argued that many 
tourist stories include classic elements such as the protagonist completing actions in temporal 
order, returning from the journey with new feelings or understanding, and antagonists (e.g., 
bad weather, thieves, clumsy waiters). These concepts align with the findings of the Brand 
experience category and the Experiential content subcategory, which show that a brand story’s 
content includes both textual and experiential content (as noted earlier) that help to create and 
implant the brand story in consumers.  
 
Brakus et al. (2009) cited a range of authors who have analysed the hedonic goals that occur 
during and after consumption. Loureiro (2012) summarised several studies showing that human 
beings can form emotional attachments with entities such as places, destinations or brands. 
These findings confirm the importance of experiential stories, especially ones found in physical 
expressions of a brand, as discussed in the Experiential content subcategory (section 4.2.3.2). 
Further confirmation comes from the supporting category Leveraging stories found in physical 
expressions of the brand, in which findings indicated that marketers are leveraging the stories 
of visitors to their physical expressions (e.g., brands Alpha and Bravo’s utilisation of the stories 
of visitors to their hotel –see section 7.2.3).  
 
Finally, Cronin (2016) reiterated Walker’s (2004) concept of transmedia storytelling being a 
form of distributed narrative with no clear boundaries, with narratives distributed over time. 
Transmedia storytelling is also distributed in space, in which there is no single medium/channel 
(e.g., TV, radio or social media) that allows the story audience to experience the whole story 
at once (see Chapter 2). All of these characteristics of transmedia storytelling appear in the 
findings illustrated in the Multisensory experiences subcategory (section 4.2.3.1).  
 
9.1.1.4 An approach to brand management 
 
The findings of the An approach to brand management category (section 4.2.4) illustrates that 
a brand story meaning manifests itself in how decision-makers think about and manage the 
brand. It is mainly about interpreting and comprehending symbolic meanings behind brand 
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stories (e.g., stories of brand creation) and utilising them in business decisions that go beyond 
mere marketing communications. This category consists of two subcategories: Brand strategy 
influencer (section 4.2.4.1) and Humanising the brand (section 4.2.4.2). 
 
The literature relates to the findings of the An approach to brand management category in a 
few ways. For instance, Fog et al. (2010) argued that the brand’s core story (discussed earlier 
in this chapter) can activate and develop the culture of the company due to its authenticity and 
power to indicate to employees the nature of belonging to the company. They explained that 
the core story is strongly attached to the corporate brand: it can be used to communicate brand 
value, align internal and external brand communications, and act as a strategic tool for 
management. These concepts are closely linked to the findings of the An approach to brand 
management category, especially with respect to treating the core reason behind the brand 
inception as an integral part of managing the brand. 
 
Fog et al. (2010) argued that strong and successful brands have invariably adopted a holistic 
approach to storytelling. Their internal and external communications use storytelling as both 
a branding concept and a communication tool. Fog et al. described storytelling as a strategic 
branding concept, enabling the creation of a detailed concept that takes its power and 
inspiration from the core story (e.g., a story of ‘freedom’ by Harley-Davidson or ‘will to win’ 
by Nike). This kind of storytelling helps a brand’s longevity, reach and ability to touch people’s 
emotions. In contrast, storytelling as a communication tool is more operational – used in 
business presentations or communicating with consumers, for example. Fog et al. explained 
that a true holistic approach to storytelling integrates the two perspectives, and stated, ‘To be 
truly holistic and to put forward a pure, strong message, all departments must share the same 
values and communicate the same core story, no matter the context’. (p. 225). Both concepts 
of storytelling complement the findings of this study: the Brand strategy influencer 
subcategory provides examples of GCBPs treating brand story as a way to develop their brand 
strategies (i.e., branding concept) and simultaneously as a way to communicate with their 
employees and even encourage them to be effective storytellers. This was also evident in the 
supporting category Employees as storytellers (section 7.2.4).  
 
Another concept in the literature which aligns with the findings indicated in the Brand strategy 
influencer subcategory is Aaker and Aaker’s (2016) ‘signature story’. Aaker and Aaker 
explained that a signature story of a brand is an authentic story with a strategic message that 
clarifies the communication in the organisation, the business strategy, and the brand–consumer 
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relationship. Both the signature story and the Brand strategy influencer subcategory indicate 
that stories of brands and the act of storytelling within an organisation can help to effectively 
build the brand and its story in the marketplace and amongst stakeholders. 
 
De Chernatony (2001) wrote that a brand vision has three components: the envisioned future, 
the brand purpose, and the brand values. As indicated in the findings of the An approach to 
brand management category, understanding the core reason for brand inception and its 
associated set of stories (particularly the story of why the founder created the brand, for what 
purpose and the founder’s dream) helps the management team to create a brand vision that 
aligns with the brand’s purpose.  
 
The findings of the An approach to brand management category agree with those in the 
literature from a variety of positions. The following paragraphs touch on a few more 
ideas/concepts illustrated in the findings of this category and its subcategories and their 
relationship to those in the literature: stories and organisations, stories in organisation and 
meaning management, and humanising the brand. 
 
9.1.1.4.1 Stories and organisations 
 
The An approach to brand management category entails managers using stories with brand 
consumers and employees. Swap et al. (2001) deﬁned an organisational story as ‘a detailed 
narrative of past management actions, employee interactions or other intra- or extra-
organisational events that are communicated informally within the organisation’ (p. 103), one 
that includes a moral or implied action. Similarly, Delgado-Ballester and Fernández-Sabiote 
(2016) stated that the persuasive power of storytelling makes it valuable in branding and 
management communications to stakeholders, and it can be used to strengthen internal brand 
communication and to engage employees. Brown and Patterson (2010) noted that management 
researchers have urged businesses to use exciting stories instead of short positioning and 
mission statements. Stories are leadership’s tools; political, military and business leaders have 
used stories through the years to inspire others to follow (Harris & Barnes 2006).  
Business leaders’ storytelling nurtures the organisational culture and connects employees to 
their community, along with instilling a higher sense of purpose, especially when stories 
convey moral and spiritual components (Driscoll & McKee 2007). Kent (2015) stated that 
organisational goals, heroes, histories, persuasive and informational communications are 
usually communicated by stories and myths. Business managers use stories to convey brand 
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values; sometimes the story itself becomes a statement of brand value (Lundqvist et al. 2013). 
Managers can communicate via stories to demonstrate concepts such as customer service, 
culture, rewards, motivation, leadership, power and decision-making processes, enhancing 
their recall (Morgan & Dennehy 1997). Similarly, these and the other concepts from the 
literature presented above complement the findings described in this thesis. For instance, the 
An approach to brand management category encapsulates learning from stories of the past 
(e.g., brand creation), taking lessons from events, using stories as a tool of persuasion, 
enhancing organisational culture, and conveying brand value. 
 
9.1.1.4.2 Stories in organisations and meaning management  
 
Brown, Kozinets and Sherry (2003) wrote that the inclination to consider brands as symbolic 
creations makes the management of meaning essential to the creation of marketing strategy. 
They argued that marketers should be ‘meaning managers’ for their brands. Denning (2006) 
noted that management should understand that there is no one correct way to tell a story in its 
communications. Denning identified eight narrative patterns of effective organisational 
storytelling, to be used depending on the situation and objective of the storyteller. They are 
narratives that spark action, stories that communicate who you are, using narrative to enhance 
the brand, sharing knowledge through compelling stories, transmitting values through 
narrative, taming the grapevine, future stories and scenarios, and learning to perform the story. 
Similarly, Whyte and Classen (2012) found multiple organisational story types and cited the 
six-type classification of Simmons (2001) of stories for influencing people in an organisation: 
‘Why I am here’ stories; ‘I know what you are thinking’ stories ‘Who I am’ stories; ‘The vision’ 
story; ‘Values-in-action’ stories and ‘Teaching’ stories (p. 952). Understanding the appropriate 
context and timing of different types of organisational stories is crucial for the storyteller to 
achieve the intended outcome (Denning 2006), but when done properly, storytelling is a highly 
effective way to transfer knowledge (explicit and tacit) between people (Reamy, cited in Whyte 
& Classen 2012, p. 951). All these findings complement the findings of the An approach to 
brand management category (section 4.2.4) and the Employees as storytellers supporting 
category (section 7.2.4). 
9.1.1.4.3 Humanising the brand  
 
The findings of the Humanising the brand subcategory (section 4.2.4.2) show that some 
GCBPs preferred to think of their brands as human beings, not just to manage the relationship 
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between the brand and its consumers, but between the brand and its marketers. Previous 
literature discussed similar concepts such as the personality approach (Aaker 1997), which 
considers the brand to be a human-like character, and the relational approach (Fournier 1998), 
in which the brand–consumer relationship becomes similar to the relationship between life 
partners. Both of these concepts are illustrated in detail in Chapter 2.  
 
What is notable in the findings of the Humanising the brand subcategory is that practitioners 
are adopting a hybrid way of managing their brands (i.e., they are mixing more than one school 
of thought in their brand management strategy). For instance, they develop a character for the 
brand (e.g., Aaker 1997), then they consider themselves as the brand itself to answer the ‘what 
is my story?’ question from the brand’s perspective. This is a form of the SBC, similar to what 
Escalas (2004) proposed with regard to narrative processing during brand–consumer 
interaction. Escalas demonstrated that people typically interpret the meaning of their 
experiences by appropriating them into a story, but the findings of this study show that 
practitioners are creating an SBC with the brand they are managing (i.e., a marketer–brand 
SBC).  
The findings of the Humanising the brand subcategory are in agreement with the findings of a 
range of previous authors. For instance, Delgado-Ballester and Fernández-Sabiote (2016) 
stated that storytelling brings a brand to life and provides it with personality. Storytelling 
increases brand equity through adding favourable and unique brand associations (Lundqvist et 
al. 2013). Humanising a brand in the minds of its consumers provides symbolic meanings, as 
well as social and cultural value beyond utilitarian benefits (Loureiro 2012); people integrate 
stories in their lives to create reality about their persona (Lawler 2012), and need to ‘re-story’ 
themselves to create a personal sense of their experience (Parry 2008). In discussing the brand 
antinomy (paradox) in their findings, Brown et al. (2003) stated that the brand is ‘both alive 
and not alive, a thing and a personality, a subject and an object: This is the paradoxical kernel 
of brand meaning’ (p. 30). Organisational communicators (e.g., brand marketers) tell stories in 
a compelling structure in the form of narrative expression of lived experience (Kent 2015). 
Kent also cited Fisher’s (1984) explanation on narrative expression:  
By ‘narration’, I refer to a theory of symbolic actions – words and/or deeds – that have 
sequence and meaning for those who live, create, or interpret them. The narrative 
perspective, therefore, has relevance to real as well as ﬁctive worlds, to stories of living 
and to stories of the imagination. (p. 482) 
 
 186 
9.1.2 The Living and Telling Brand Story Theme 
 
This is the second theme of the PLBS model developed in this research (illustrated in detail in 
Chapter 5). Its findings capture the dominant processes the GCBPs apply to live and 
comprehend their brand stories and develop them in their marketplaces. The Living and telling 
brand story theme incorporates the phases of planning, deploying and maintaining the 
authenticity of the brand story, represented in its three categories: Comprehending the 
backstory, Connecting stories, and Shaping brand story authenticity.  
 
9.1.2.1 Comprehending the Backstory 
 
The Comprehending the backstory category (see section 5.1) is about the key stories the 
GCBPs in this study utilise to comprehend why their brands were created and how they reached 
their current situation. This category shows that understanding the past stories of the brand 
helps marketers create new and intriguing brand stories. The findings show that understanding 
the backstory is about appreciating and empathising with the history of the brand, as well as 
the stories that people share and communicate about the brand in the marketplace. The 
Comprehending the backstory category consists of two subcategories: Brand legacy (section 
5.1.1) and Congruity of story value (section 5.1.2). 
 
The findings of the Comprehending the backstory category agree with those in the literature 
from a variety of positions. The following paragraphs touch on central ideas/concepts in the 
findings of this category and its subcategories and their relationship to those in the literature: 
the backstory, brand legacy, congruity of story value, living the brand, and leveraging 
consumer stories. 
 
9.1.2.1.1 The backstory 
 
A backstory (or background story) is about stories that are related to but precede a story of 
primary interest; it is the ‘history of characters or other elements that underlie the situation 
existing at the main narrative’s start’ (Sanford & Kurki 2014, p .38). A backstory ‘tells the 
story of what happened in the story World and/or to characters before the brand story began’ 
(Cronin 2016, p. 97). Narsey, Russell and Schau (2012) characterised the backstory as one that 
tells ‘a) historical/factual accounts of events that have shaped the story of a brand, b) 
produced/authored by the brand itself, c) has the ability to deconstruct all (or parts) of the 
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brand’s internal story (e.g., brand’s biography, image, or philosophy)’ (p. 60). Narsey et al. 
claim that the backstory immerses consumers within the story of a brand in a way that increases 
authenticity.  
 
Fog et al. (2010) referred to the brand creation story – a version of the backstory – as the ‘big 
bang story’ of the brand; it is the story of ‘how it all began’ by the brand founder, it is the story 
(or set of stories) that touch on the core values and mindset on which the brands rest; they are 
stories derived from the founder’s passion and will to make a difference. Fog et al. asserted 
that decision-makers in a brand will be better equipped to face the brand’s future if they know 
its past; knowing the root of the brand gives a feeling of its identity, enabling managers to focus 
and align their future brand-related decisions. Pecot, Merchant, Valette-Florence and De 
Barnier (2018) found that brand mangers make better brand-related decisions when they learn 
and develop their plans based on elements of the past (e.g., brand history and heritage), which 
is crucial in positioning the brand in the market. These findings from the literature give support 
to the idea behind the Comprehending the backstory category and explain why some GCBPs 
stated that understanding the backstory is a must to create better brand stories for consumers.  
 
9.1.2.1.2 Brand legacy 
 
Gelder (2004) stated that stories about the inception of the brand alongside its (historic) role 
for the organisation form the brand’s legacy. Gelder also contended that 
specialists/practitioners concerned about increasing brand authenticity, reliability and 
credibility need to narrate traits as the brand history, legacy or mythology in a convincing 
manner, and must be trained or experienced in fine-tuning their brands’ communications to 
ensure the relevancy of the brand within brand communities. Kim and Ko (2012) noted that 
global economic downturns led multinational luxury brands to change their brand strategies to 
focus on leveraging their brand legacy, aesthetic value, quality, and trustworthy customer 
relationships, instead of relying solely on their brand symbols. Similarly, the Brand legacy 
subcategory emphasises the need to comprehend and secure the historical backstory of the 
brand. 
 
Brown et al.’s (2003) statement about marketers needing to be meaning managers, mentioned 
earlier in the discussion of the An approach to brand management category, is aligned closely 
with the idea of the legacy guardian. Since the brand legacy helps in creating value for 
consumers (as indicated in the previous paragraph), it is plausible that brand marketers can act 
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as guardians of their brands’ legacies by adequately managing their meaning in the 
marketplace. This supports this study’s findings with respect to the role of legacy guardians 
(see sections 5.1.1.1 and 5.1.1.2).   
 
9.1.2.1.3 Congruity of story value 
 
Several authors in the marketing field have highlighted the importance of establishing 
relationships and creating value for consumers as vital steps towards successful brand 
marketing. For instance, Gronroos (1990) said ‘Marketing is to establish, maintain, enhance 
and commercialise customer relationships (often but not necessarily always long-term 
relationships) so that the objectives of the parties involved are met. This is achieved by a mutual 
exchange and fulfillment of promises’ (p. 5). This definition indicates that managing 
consumers’ relationships with a brand is not limited to a transactional role but has relational 
aspects. Marketers must establish, develop and maintain brand–consumer relationships to 
allow their brands to succeed (Morgan & Hunt, cited in Loureiro 2012, p. 2). Moreover, when 
discussing Levitt’s (1960) ‘marketing myopia’, Hunt (2018) stated that Levitt argued that 
marketing concept is an organisational philosophy, in which companies need to define 
themselves as being in the business of satisfying the needs of and creating value for specific 
customers. All of these examples from the literature support the central idea of the Congruity 
of story value subcategory in this study, and explain why some participating GCBPs 
highlighted deliberate actions in their brand story building processes geared towards creating 
mutual value for the brand and its consumers. 
 
Additionally, brand stories play a critical role in empowering consumers to feel pleasure as a 
consequence of a consumer mentally and/or physically enacting a specific archetype to a brand 
and reliving the experience by retelling the lived story (Woodside 2010). ‘People need help in 
finding what makes them happy, and this is where marketing comes in’ (Bagozzi & Nataraajan 
2000, p. 10). Woodside (2010) argued that brands can enable consumer to reach happiness 
through proper utilisation of stories of a specific archetypal plot (e.g., acts of heroism). Such 
stories should contain values that consumers of a brand relate to, aspire to, and want to make 
their own, and that enable brands to create a better connection with their consumers (Peirson-
Smith & Hancock 2017). These examples from the literature support the findings of this study 
in several respects. As noted earlier, some GCBPs place efforts to find story points/events 
within their brands that genuinely express values their targeted consumers seek. These 
examples also indicate that adopting story-based brand communication provides consumers 
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with more pleasure, and even provokes their imaginations to link the consumption of brands 
with happiness, matching the thrust of the Congruity of story value subcategory (see section 
5.1.2).   
 
9.1.2.1.4 Living the brand 
 
Previous researchers have addressed the concept of Living the brand (section 5.1.2.2) in a way 
similar to this study. For instance, Ind (2007) discussed the importance of organisation 
members living the brand to enable them to become brand champions. Ind argued that living 
the brand means decision-makers in the organisation empowering and enthusing employees, 
which is not achievable by just stating the brand’s purpose and values. Meaning must be built 
into the brand’s value and the strategic direction (linked to managing the meaning of the brand 
and being legacy guardians, discussed above) so all employees can genuinely live the brand in 
their day-to-day lives. Ind stated that by fostering the idea of living the brand, businesses can 
capture the most innovative ideas, utilise the intellectual resources of employees, and build 
strong and lasting relationships with consumers. 
 
9.1.2.1.5 Leveraging consumer-generated stories 
 
The concept of Leveraging consumer-generated stories (part of the Congruity of story value 
subcategory, section 5.1.2), is crucial to the creation of future stories that resonate with the 
targeted consumer. Gambetti, Graffigna and Biraghi (2012) wrote that consumer protagonism 
is built on consumers’ dynamic role in constructing and spreading brand value through 
socialisation, participation, co-creation and overall enactment of the brand in their lives, 
including through digital and interactive social media platforms. They stated that contemporary 
consumers are not just consuming brands’ products and services but make meaning by 
activating their interpretations of brand communications with the brand itself and with their 
peers. Gambetti et al. described consumer protagonism as a valuable brand strategy that helps 
convey brand messages in the market but is practised by few brands. Their findings support 
the concept of Leveraging consumer stories discussed under the Congruity of story value 
subcategory. They show that, while stories created by consumers might seem external to the 
brand, contemporary practitioners consider them as part of the brand story and its backstory. 
This also aligns with Brakus et al.’s (2009) characterisation of consumer-generated stories as 
a vital source of brand stories.  
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Understanding and leveraging consumers’ stories in today’s digital world is an integral part of 
building resonating brand stories. A compelling story chimes with the targeted consumers’ 
lived experiences and tells stories that individuals of a brand’s community want told (Kent 
2015). Brown et al. (2003) stated that online consumers create personal tales built on brands 
they engage with, highlight their uniqueness, personalise them, and even show other people 
ways to individualise them. These authors urge that, during brand-building efforts, marketers 
must address groups of the brand community as well as solitary consumers. In their study of 
consumer blogging, Woodside, Sood and Miller (2008) characterised blogging as individuals’ 
personal stories of their lived experiences, attitudes, and beliefs that they share online. Blogs 
are important for marketers as people offer opinion/commentary on their lives and the lives of 
others. Woodside et al. noted that many consumers like to report and tell stories (whether in 
blogs or on other social media platforms) of their lived experiences, including what brands they 
buy and use in their daily lives, and this is an important motivation for marketers to research 
this form of consumer storytelling. Woodside et al. also noted that when consumers engage in 
blogging, their written stories include enactments of brands as archetypical icons. Accordingly, 
learning what brand buyers and/or users say about the brand in the real world provides clues 
for marketers to design highly effective brand communication strategies. The findings of this 
study confirm the findings from the literature, in that some GCBPs stated that leveraging 
communications within the digital world is an absolute necessity for creating a successful brand 
communication strategy. 
 
9.1.2.2 Connecting Stories  
 
The Connecting stories category (described in section 5.3) is about the key strategies the 
GCBPs adopted to communicate their brand stories in the marketplace. It takes the learnings 
from the Comprehending the backstory category (discussed above) and puts them into action 
to engage the target consumers effectively. The Connecting stories category is comprised of 
three subcategories: Creating content in backstory context (section 5.3.1), Selecting effective 
channels (section 5.3.2), and Disseminating brand stories across channels (section 5.3.3).  
 
The extant literature is largely consistent with the findings of this study. The following few 
paragraphs discuss the central ideas in the Connecting stories subcategories with reference to 
the literature. These ideas are ways to tell brand stories in marketplaces, the use of stories to 
convey brand messages, purposes of stories told by brands, and brand stories and 
communication channels. 
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9.1.2.2.1 Ways to tell brand stories in marketplaces 
 
Delgado-Ballester and Fernández-Sabiote (2016) claimed that in the commercial world there 
is no single way of telling brand stories and no clear plot in the communicated stories. They 
also stated that ‘rebirth’ plots were the most frequently used amongst the brands they studied, 
followed by ‘quest’ plots. According to these authors, a rebirth (or quest) plot describes a 
previous/historical situation of the brand followed by a narration of a phase of a search, a 
solution and an emerging new situation. In their study, most brands used story archetypes to 
convey their brand story; the ‘creator’ (the person who created the brand) and the ‘change 
master’ (a person who decides to change his or her life positively) were the most common. 
Delgado-Ballester and Fernández-Sabiote gave an example of a brand which used these two 
archetypes (e.g., revealing how individuals changed their lives by creating their own brands, 
following their dreams and ascending in their lives) in almost all of its communicated brand 
stories.  
 
The findings of Delgado-Ballester and Fernández-Sabiote (2016) outlined above are highly 
relevant to the findings of this study. For instance, similar to their study, the findings of the 
Connecting stories category indicated that there no universal strategy to convey the brand story 
in the market; and the brand story depends mostly on the brand strategy and the nature of the 
targeted consumers of each brand (this essential finding is portrayed in section 5.3.2). Also, 
Delgado-Ballester and Fernández-Sabiote’s findings about the dominance of stories about 
rebirth and quest complement the idea of the Creating content in backstory context subcategory 
in this study, whereby it was found to be essential for GCBPs to understand past stories of their 
brands to communicate more compelling stories to their consumers.  
 
9.1.2.2.2  Using stories to convey brand messages 
 
This study found that research participants prefer to communicate their brand messages through 
stories. A review of previous literature confirms this preference, and attributes it to the greater 
ability of stories to enhance the delivery of brand messages than lists or figures. Stories deliver 
more value to the consumer, engage them emotionally and prompt them to pay more for what 
a brand has to offer. For example, Fog et al. (2010) explained that values by themselves are 
just words that speak to the mind more than the heart; when brand values are wrapped in a 
story, they are offered in a more dynamic context that make it easier for people to comprehend 
their meanings and (possibly) take them directly to heart.  
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Adding value to the lives of consumers is a crucial task for brands. Leek and Christodoulides 
(2012) acknowledged that the process of value creation is crucial for the success of brand 
marketing regardless of industry, and argued that offering compelling brand value to the 
targeted consumer enables advancement from services and goods value to relationship value. 
Keller (1993) asserted that brand value is unique and subjective to each person. Each person 
picks part of the story that appeals to them. Lundqvist et al. (2013) noted that for some people, 
the environmental aspects or social responsibility of the story are appealing, for others the 
history of the brand or the family who owns the brand is paramount. Intangible agents (e.g., 
brand image) help in communicating brand value more than tangible agents (e.g., product or 
service); emphasising more subjective aspects (i.e., derived from intangible aspects) helps in 
creating greater brand value to consumers (Wood 2000). 
 
Cronin (2016) argued that marketers should focus their brand communication strategy on 
disseminating content that spreads the ‘brand story’ more than ones that say ‘buy this brand’, 
and that brands need to embrace storytelling in their brand–consumer communications. 
Woodside et al. (2008) stated that in practice, marketing and advertising strategies need to 
focus on crafting stories, with brands playing the role of supporting actor (e.g., best friend, or 
a secret lover) to the protagonist (the consumer – the hero of the story) to build favourable 
consumer–brand relationships.  
 
Delgado-Ballester and Fernández-Sabiote (2016) examined 104 brand stories, finding that 
contemporary marketers are using emotional components in their communicated stories more 
than functional ones (76% versus 41%); 22% managed to combine emotional and functional 
components in their stories. These authors also found that 45% of those brands used videos to 
communicate their stories, and 42% integrated text and images to convey their stories. Previous 
studies also highlighted the importance of emotional brand–consumer communication. For 
instance, de Chernatony (2001) affirmed that building a brand’s differentiating strategy based 
solely on technological advances is insufficient, as the competition can quickly emulate the 
brand. Successful brands use emotionally based differentiation strategies, whether in their 
internal or external communications, building a strong emotional bond with consumers or 
employees in ways hard for competition to match. Stories triumph over rational arguments or 
facts in convincing people about the key points in communicated messages (Kaufman, 2003). 
 
Lundqvist et al. (2013) found that a compelling story increases willingness to pay even if the 
price is initially unseen; their study illustrates that a well-crafted brand story can create a 
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positive and lucrative brand association. Lundqvist et al. explained that this is partially due to 
story-based communications having a filtering effect in consumers’ minds, altering their 
evaluation of the brand with the possibility of raising the brand value in their minds. Lundqvist 
et al. confirmed that people who were exposed to a brand story were willing to pay more for 
what the brand in their study was offering than others who did not hear/see any part of the 
brand story. 
 
All of the above examples from the literature support the findings illustrated in the Connecting 
stories category and justify why brands in this study prefer to communicate with the audience 
through stories. This preference was evident in the interview data and the organisational 
documents. Supporting categories related to the Connecting stories category as Inviting 
customer participation (section 8.2.1), Conveying key pieces of the brand’s backstory (section 
8.2.2), and Stirring emotions via visuals (section 8.2.5) are strongly linked to the findings of 
previous research mentioned above. 
 
9.1.2.2.3 The purposes of stories told by brands 
 
Delgado-Ballester and Fernández-Sabiote (2016) reported that communicating the 
brand/company’s identity was the most frequently cited purpose of telling stories, followed by 
transmitting values and information about the brand’s consumers. They found that stories 
depicting employees were amongst the least popular. Green and Brock (2000) asserted that 
narrative transportation is more likely to happen when enjoyment is the purpose of story 
consumption. Solja et al. (2018) claimed that the form of the message is more critical in 
narrative transportation than the point of the story, arguing that consumers are more transported 
in the brand world when the message is formatted in a story format. 
 
In their investigation of the communication elements that determine whether consumers will 
select a brand from amongst its competitors, Bendixen, Bukasa and Abratt (2004) found that 
quality, reliability, performance and after-sales service were most important, while price and 
other suppliers in the market were least important. Placing emphasis on price is a common 
characteristic of commodity brand marketing (Sinclair & Seward, cited in Bendixen et al. 2004, 
p.378). Bendixen et al. cited previous studies (e.g., Aaker 1991, Abratt 1986, Michell et al. 
2001) that confirm the importance of quality, reliability and performance in influencing 
consumers to select the brand. 
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The literature reviewed above supports the findings of this study with respect to the purposes 
of brand stories. When GCBPs discussed the topics and purposes of their constructed brand 
stories, they focused on communicating who they were, created stories that conveyed brand 
values, stories about consumer–brand engagement, and stories that showed the quality of the 
brand and the superior performance of their products. Finally, the findings align with the 
literature when it comes to communicating prices; the studied brands deliberately refrain (when 
possible) from revealing their prices when they communicate their stories (see for example 
sections 7.2.1 and 8.2.5).   
 
9.1.2.2.4 Brand stories and communication channels 
 
The findings of this study show that GCBPs strategically disseminate pieces of their brand 
stories across multiple communication channels. Cronin (2016) showed that using a 
multipurpose content strategy (using the same exact piece of content over multiple 
communication platforms; e.g., using the same blog in an email newsletter and Facebook post) 
is economical, and consistent with the IMC concept. However, Cronin argued that such a 
marketing approach does not work properly with contemporary consumers (especially with the 
proliferation of social media platforms), as consumers expect and demand new content on each 
platform (e.g., they expect the brand to post different stories on Facebook and Twitter). For 
Cronin, marketers need to continuously supply their consumers with fresh messages or 
information tailored to each communication channel and distributed with strategic intent to 
deliver a specific message, and that is where the concept of transmedia storytelling fits in (also 
see Chapter 2). 
 
Cronin (2016) noted that many marketers are adopting the transmedia approach in their 
communication as it has proven to have greater effectiveness in building compelling brand 
stories amongst brand consumers than the traditional approach (IMC). This fact aligns with the 
findings of the Disseminating brand stories across channels subcategory (section 5.3.3); even 
though GCBPs did not explicitly mention transmedia, their data reflects transmedia storytelling 
and indicates that they follow recent trends in brand communication strategy. 
 
Furthermore, the findings of the Disseminating brand stories across channels subcategory 
indicate that some participants believe that employees are part of the communication channels 
for the brand story. Some literature supports this idea, explaining the importance of employees 
in conveying brand stories and messages. For example, Gilliam and Flaherty (2015) stated that 
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sales personnel are similar to brand advertising in being part of persuasion-based marketing 
activity, in which brands use sales force to influence consumer purchase decisions (Gilliam & 
Flaherty 2015). Gilliam and Flaherty’s study confirmed that salespeople use stories with 
consumers for a variety of reasons, including to transfer information, persuade, establish 
credibility, and build rapport and relationships. Salespeople can help in building valuable brand 
stories within the minds of their consumers (Terho et al. 2012, p. 181). 
 
9.1.2.3 Shaping Brand Story Authenticity 
 
The Shaping brand story authenticity category (described in section 5.5) shows that the 
authenticity of brand communications is crucial to creating and maintaining a compelling brand 
story. This category demonstrates GCBPs’ perspectives on brand story authenticity, as well as 
how they strategise their brand–consumer connection in their markets for legitimate brand 
stories. Four subcategories demonstrate the Shaping brand story authenticity category: Being 
true to the ‘why’ behind the brand (section 5.5.1), Capitalising on brand longevity (section 
5.5.2), Honesty of brand marketers (section 5.5.3), and Compelling communication tone 
(section 5.5.4).  
 
Previous research is largely consistent with the findings of the Shaping brand story authenticity 
category. The following paragraphs demonstrate the links between the central findings 
demonstrated in this category and the literature. Findings related to the overall concept of brand 
story authenticity, including findings encapsulated in the Capitalising on brand longevity, 
Honesty of brand marketers, and Compelling communication tone subcategories.    
 
9.1.2.3.1 Brand story authenticity 
 
Authenticity is a vital element in building a strong brand story among a brand’s stakeholders. 
Beverland (2005) asserted that authenticity is a crucial foundation of marketing practice, and 
found that building a sincere brand story that creatively integrates industrial and rhetorical 
attributes helps develop brand authenticity. Beverland wrote that sincerity can be achieved 
through public recognition of aspects such as handcrafted techniques, relationship to place, and 
passion for the brand’s product, coupled with the use of modern marketing techniques and a 
sense of the brand’s rejection of purely commercial motives toward its consumers. Beverland 
argued that brand authenticity can reinforce brand status in the market and command price 
premiums, and that authenticity comprises aspect intrinsic to the product and its production 
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process, as well as to place, historic style and subjective elements constructed by marketers, 
consumers or/and stakeholders. The findings of the Shaping brand story authenticity category 
align with Beverland’s (2005) findings. For example, they indicate that GCBPs were trying to 
build a sincere brand story in the marketplace (e.g., the Honesty of brand marketers 
subcategory), trying to creatively combine the excellence of the craft with appealing rhetorical 
attributes (e.g., the Compelling communication tone subcategory), and commitment to brand 
tradition over the years (e.g., the Being true to the ‘why’ behind the brand and capitalising on 
brand longevity subcategories).  
 
In addition, Beverland (2009) identified 10 types of brand stories that nurture brand 
authenticity, focusing on founding, family, conflict and struggle, triumph and tragedy, creation, 
history, community, place, consumers, and product/service. Some of these types were 
mentioned in the findings of this study (e.g., founding, family, conflict, creation, history, 
consumers), in the Being true to the ‘why’ behind the brand and Capitalising on brand 
longevity subcategories, and in supporting categories as Employees as storytellers,  
Emphasising the year of brand creation, Following the founder, and Sharing news/stories from 
the brand’s world. 
 
Delgado-Ballester and Fernández-Sabiote (2016) noted that the literature suggests four key 
elements for an effective brand story: authenticity, conciseness, reversal and humour. 
Authenticity is about sensing/associating the story with reality by story receivers/readers 
(Brown et al. 2003; Chiu et al. 2012; Deighton et al. 1989). Conciseness is about using just a 
few words that cover the essential messages of the story (Boozer, Wyld & Grant 1990; Chiu et 
al. 2012). Reversal involves a story climax and a turning point; the protagonist can make a 
surprising twist or take unexpected actions to resolve difficulties in the story (Chiu et al. 2012; 
Deighton et al. 1989). Humour entails using things as puns, jokes or understatements in the 
story (Taylor et al. 2002; Zhang & Zinkhan 2006). In their analysis of 104 brand stories, 
Delgado-Ballester and Fernández-Sabiote (2016) found that few included all four elements: ‘It 
seems that there is no one story design that ﬁts all companies and brands’ (p. 125). Delgado-
Ballester and Fernández-Sabiote also found that authenticity and conciseness are the two most-
used brand story elements; the former relates to reality and truth, which contribute to building 
positive brand attitudes and purchase intentions, the latter enhances clarity of the story in 
memory and reduces boredom, thus also enhances the construction of positive attitude toward 
the brand. These findings align with those of the Shaping brand story category. For instance, 
both studies acknowledge the importance of maintaining authenticity to build effective brand 
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stories. This study mentioned the importance of the use of humour (under the Compelling 
communication tone subcategory), with a warning about understanding the context in which 
humour is used, as sometimes it can backfire on the brand story. Delgado-Ballester and 
Fernández-Sabiote’s conciseness and reversal elements did not appear in the findings of this 
study – they were not included in any category or subcategory.  
 
Other authors have confirmed the importance of brand story authenticity. For example, Eggers 
et al. (2013) stated that many brand practitioners endorse brand authenticity as a critical source 
of competitive advantage, and agreed with Grant (1999) that brand authenticity is a key 
benchmark against which different brands in a given marketplace are judged. Huang (2010) 
found that when consumers perceive a brand story as having high authenticity, it contributes 
significantly to positively enhancing the brand image. Brand authenticity is strongly related to 
brand essence – a set of brand elements that consumers perceive as unique (Brown et al. 2003). 
These findings, alongside the abovementioned findings of Beverland (2005, 2009) and 
Delgado-Ballester and Fernández-Sabiote (2016), justify the emergence and importance of the 
Shaping brand story authenticity category in this study as an integral part of how GCBPs 
build/maintain their brand stories amongst stakeholders, and cement its place as an important 
category (alongside the Comprehending the backstory and Connecting stories categories) of 
the Living and telling brand story theme. 
 
9.1.2.3.2 Brand longevity 
 
Capitalising on brand longevity (section 5.5.2) is one of the subcategories of the Shaping brand 
story authenticity category. Longevity is a manifestation of heritage. For instance, brand 
heritage is ‘a dimension of a brand's identity found in its track record, longevity, core values, 
use of symbols and particularly in an organisational belief that its history is important’ (Urde, 
Greyser & Balme 2007, p. 4). Urde et al. also explained that when marketers develop their 
positioning and value proposition statements based on heritage, those brands are referred to as 
heritage brands. They discussed the luxury watch brands Patek Philippe and Tag Heuer; they 
considered Patek Philippe a heritage brand because it stresses its history as a primary 
component of its brand identity and positioning, whereas Tag Heuer has a heritage, but is not 
a heritage brand because it does not emphasise it in its value proposition. As indicated in the 
findings of this study, several brands emphasised heritage in their value proposition 
communication, and considered that as an element that increases the authenticity of their stories 
 198 
(e.g., the Capitalising on brand longevity subcategory and Emphasising the year of brand 
creation supporting category). 
 
Pecot et al. (2018) found that brand heritage improves perceived brand credibility and quality 
and even commands a price premium amongst consumers for established brands and for brands 
that decide to penetrate new markets. Pecot et al. referred to previous research (Aaker 1996; 
Keller & Lehman 2006) showing that brand heritage adds to brand equity. Pecot et al. used a 
brand stimulus with their research participants – ‘since 1845’, in cursive letters – to emphasise 
on brand heritage. This is identical to the Capitalising on brand longevity subcategory findings, 
in that some brands included in this study emphasised phrases such as ‘since 1818’ or 
‘established in 1950’ to signal their lengthy heritage and gain credibility amongst consumers. 
  
9.1.2.3.3 Honesty of brand marketers 
 
The findings of the Honesty of brand marketer subcategory (section 5.5.3) centre on telling the 
truth and stating what the brand can or cannot deliver to its consumers; these elements build 
the credibility of brand messages amongst consumers. In their study of the impact of brand 
credibility on consumer price sensitivity and choices of brands, Erdem, Swait and Louviere 
(2002) found that brand credibility is a signal that decreases consumers’ price sensitivity. Brand 
credibility is defined as ‘the believability of the product position information contained in a 
brand’ (Erdem et al. 2002, p. 3), and involves constant delivery of promises and claims (Erdem 
& Swait 1998). All brand communications affect brand credibility; a brand’s marketing actions 
are the ‘living memory of acts taken by a brand’ (Kapferer, cited in Erdem et al. 2002, p. 3). 
These examples from the literature align with the findings of the Honesty of brand marketers 
subcategory. For instance, the findings reveal deliberate efforts by GCBPs to continually 
deliver on their promises/claims to their consumers/clients. They illustrate that being 
persuasive in communication does not mitigate against honesty; instead, it means presenting 
information that is relevant to brand consumers straightforwardly and convincingly.   
 
9.1.2.3.4 Compelling communication tone 
 
The Compelling communication tone subcategory (section 5.5.4) shows that the tone of the 
story is vital in building the authenticity of the brand communication messages and the brand 
story overall. This finding, and the subsidiary Adopting an appropriate story genre technique 
(section 5.5.4.2), as explained by some GCBPs, are thoroughly supported by the literature. For 
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example, Denning (2006) argued that there is no a single right way to tell a story, as each story 
tone/pattern relies on the brand’s objectives. Denning explained that selecting the appropriate 
tone is crucial to achieving the desired outcome amongst an audience; for instance, telling a 
story with a negative (or even humorous) tone might fail to spark action, whereas a story tone 
that shows improvement and empowers people to think about their situation might serve the 
purpose. Story genre is defined as the ‘different story categories that emerge from culturally 
determined conventions in a given society at a given time (van Laer et al. 2013, p. 802). van 
Laer et al. also noted that the story genre itself has little effect on the audience; instead, 
familiarity and prior knowledge (or personal experience) of what to expect in the story genre 
has most effect on audience transportation into the story.  
 
Adopting a humanised tone (section 5.5.4.2) is another technique under the Compelling 
communication tone subcategory. Some authors implicitly support the importance of this 
technique when discussing the brand origin concept. For example, Thakor (1996) stated that a 
brand’s origin is an important demographic variable (similar to identifying a person by place 
of birth), and is part of the brand’s personality, as it is possible to describe aspects of a brand 
based on its origin (e.g., Toblerone as Swiss chocolate, Sony as a Japanese electronics 
company, and Yves St Laurent signalling Frenchness). Thakor’s (1996) statement 
complements the findings of this study as it shows that like human beings, brands have 
personality, and their appearance and tone affect what people think about them. These concepts 
are discussed in detail under the Compelling communication tone (section 5.5.4).  
 
A third technique mentioned by the GCBPs, classified under the Compelling communication 
tone subcategory, is Adjusting visuals (section 5.5.4.3). The use of visuals is crucial for brands, 
especially in the internet age, when brands must utilise social media platforms. (However, some 
authors, such as Kent (2015), have argued that telling a compelling story is more about 
narrative imagery than visual imagery, taking novels as an example.) Megehee and Woodside 
(2010) asserted that visual narrative art (VNA) is one of the earliest storytelling mediums, 
found in cave paintings dating from more than 30,000 years ago. According to Megehee and 
Woodside (2010), VNA includes: 
Scenes and/or all the acts/episodes in a story using one or more illustrations via 
paintings, sculpture, photographs […] or other media beyond verbal reporting that 
creates a picture in the mind relating to events involving symbols, people, animals, and 
other objects within contexts relevant to action in the story. (p. 604) 
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Megehee and Woodside (2010) explained that VNA-related theory contains the perspective 
that picture collages of stories told by consumers and brands are valuable and meaningful 
because they reflect natural human behaviour in processing lived experience and help in re-
telling stories that integrate verbal and visual forms of story. This and other publications in the 
literature support this study’s findings with respect to the importance of adjusting visuals, 
which fosters positive associations and mental images amongst consumers. 
 
9.1.3 The Evaluating Brand Story Theme 
 
Evaluating brand story is the third theme of the PLBS model (described in Chapter 6). The 
findings related to this theme emphasise that the brand story evaluation process is brand 
specific; the determinants of the success of a brand story vary between brands. The GCBPs 
interviewed for this study described applying multiple strategies to assess the success or failure 
of their brand stories. Sometimes their evaluations are geared toward the content and messages 
their brand stories are conveying to consumers; other times they evaluate their brand stories by 
treating ‘brand story’ as a synonym for ‘brand’, thus evaluating the performance of the entire 
brand in the market. Two key categories represent the findings of this theme: Evaluating the 
resonance of brand story content/message (section 6.1), and Evaluating brand story’s effect on 
brand management decisions (section 6.3).  
 
Relevant literature connects with the findings of this study about evaluating brand story in 
many ways. The following subsections contain discussion of the central ideas with reference 
to the literature. They relate to the process of evaluating brand story in general, the resonance 
of brand story content/messages with stakeholders, brand essence and brand stories, brand 
consistency, the reach and impact of brand story’s pieces, evaluating brand story’s effect on 
brand management decisions, brand equity and brand performance, customer loyalty, and 
employees’ brand advocacy.   
 
9.1.3.1 The brand story evaluation process 
 
Various authors have indicated that there is no single way to tell a brand story, and managers 
of each brand engage in unique story-building efforts based on their strategic business 
objectives (e.g., Delgado-Ballester and Fernández-Sabiote 2016; Denning 2006). It follows 
that there is no single way to evaluate a brand story either. For instance, Fog et al. (2010) stated 
that storytelling includes diverse factors that need to be fine-tuned to a specific audience and 
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context, and that ‘it is virtually impossible to lay down a hard set of rules’ (p. 32). The absence 
of a unified formula or process for creating or evaluating a brand story, as indicated in the 
literature, is consistent with the findings of this study with respect to the Evaluating brand 
story theme. 
 
9.1.3.2 The resonance of brand story content/message 
 
The word ‘resonance’ is used in the name of this category to indicate the elements that make 
the brand story resonate with (arouse a sympathetic response in) consumers. Brand resonance 
is a crucial building block that focuses on the ultimate brand–consumer relationship and level 
of consumers’ identification with the brand; it demonstrates the extent to which consumers feel 
that they are ‘in sync’ with the brand (Keller 2008). 
 
Previous authors have published findings about story content/message and its relationship with 
story audiences. Two concepts are particularly relevant: the core story (Fog et al. 2010) and 
the signature story (Aaker & Aaker 2016). Both have already been mentioned in this chapter 
with respect to the Core reason for brand inception category (section 9.1.1.1). 
 
Storytelling is about utilising stories to communicate positive messages about the brand. Fog 
et al. (2010) found that storytellers benefit from including four basic elements – message, 
conflict, characters and plot (the ‘core’) – in their stories, which are applicable depending on 
the context and purpose in which the story is told. It follows that story evaluations should also 
address these elements to ensure that each story is of high quality. According to Fog et al., a 
brand should clearly define the message of the story; without clarity in messaging, the strategic 
purpose of the story will not be achieved. Fog et al. stated that ‘conflict is the driving force of 
a good story. No conflict, no story’ (p. 35). They referred to the importance of conflict in human 
nature, because people instinctively seek to restore harmony in their lives. When faced with a 
problem (a conflict) people immediately seek a solution – it forces people to act, the story 
becomes alive during the progression of events from the commencement of change until the 
conflict is resolved. The story character(s) are another important storytelling element; a story 
need a cast of compelling interacting characters (Fog et al. 2010). The plot is the fourth basic 
story element, according to Fog et al.; once the story message, conflict and characters are all 
in place, the storyteller must decide how the story should progress.  
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Fog et al.’s (2010) findings align with those of the Evaluating the resonance of brand story 
content/message in several respects. For instance, the message and conflict elements connect 
with the findings of the Market stories about brands’ reason for existence (section 6.1.1). This 
subcategory suggests that the content of the brand story message and the core reason for brand 
inception should emphasise the accuracy of the original brand story and depict stories of 
conflict associated with the brand founders’ creation of their brands. 
 
Fog et al.’s (2010) character element aligns with Humanised brand character subcategory 
(section 6.1.2); both sets of findings demonstrate the importance of creating a character for the 
brand story, and in this study, the data implied an emphasis on making the brand character as 
human as possible. The plot element of Fog et al. (2010) supports GCBPs’ depiction of their 
strategic selection of communication channels that tell a cohesive brand story to consumers, 
and the findings in the Brand story pieces’ reach and impact (section 6.1.4) and 
Communication consistency (section 6.1.5) subcategories.  
 
According to Aaker and Aaker (2016), a signature story (explained earlier in this chapter) is a 
strategic branding tool. Marketers need to identify the stories worth elevating to signature 
status; a potential signature story (or set of stories) should score high in the message it conveys 
and, in its quality – the two principal criteria for evaluating them (Aaker & Aaker 2016). A 
signature story should contain a strategic message that touches on the brand–consumer 
relationship, organisational culture, and the business strategy (Aaker & Aaker 2016). The 
importance of the signature story necessitates continual assessment of its impact on the brand, 
which requires managers to evaluate the message by asking questions such as: how important 
is the message to the brand? How is its impact likely to change (if at all)? Does it enhance a 
point of strength or neutralise a point of weakness? Is the message supported by substance and 
honesty? 
 
A high-quality signature story is intriguing, authentic and involving (Aaker & Aaker 2016). It 
should include a narrative with a beginning that captures the audience’s attention, a middle and 
resolution that provoke interest, and a standalone set of facts or features; otherwise, it will not 
qualify as a story at all. Aaker and Aaker (2016) stated that an intriguing story is thought-
provoking, novel, provocative, informative, newsworthy and interesting; if a story does not 
score high on at least one of these aspects, then it is not a suitable candidate for a signature 
story. To evaluate story authenticity, they encourage asking questions such as: do the setting, 
characters and challenges feel real? Does it represent wishful thinking, or even deception? 
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Aaker and Aaker noted that it is okay for a story to be fictional, because that can reduce the 
critical thinking of its audience; in such a case, the message and moral of the story should be 
clear. To evaluate whether a story is involving, they advise managers to ask if the story draw 
people into it – does it make the audience care? Does it stimulate cognitive response (e.g., a 
change in belief)? Will it encourage its listeners to share or alter their choice of brands? Finally, 
Aaker and Aaker (2016) listed criteria to consider when evaluating stories and for confirming 
their eligibility as signature stories: the availability of empathetic story characters (can the 
listener have real empathy for the characters, experiencing emotions similar to those the story 
character experiences?), the availability of meaningful obstacles for the story hero to overcome, 
conflict and tension (events that create emotional involvement), one or more surprises, and 
visual images to enhance memorisation and impact.  
 
Aaker and Aaker’s (2016) findings about the quality of the signature story and its ability to be 
intriguing, authentic and involving support findings are mirrored in The emotional alignment 
between brand story and consumers’ stories (section 6.1.3), Brand story pieces’ reach and 
impact (section 6.1.4), Communication consistency (section 6.1.5), and Evaluating authenticity 
(section 6.1.6) subcategories. 
 
9.1.3.3 Brand consistency 
 
Eggers et al. (2013) stated that a company becomes brand consistent if its promises to 
stakeholders are in line with its defined corporate vision, strategy and values. It is crucial to 
create consistency between all brand elements (e.g., products, communication tools and staff 
interaction with consumers) as it will contribute to creating loyalty and trust within the brand’s 
stakeholders (Aaker 2004; Kapferer 1992; Keller 1998). Similarly, in their article on brand 
equity as a signalling phenomenon, Erdem and Swait (1998) proposed that brands can serve as 
credible market signals that are most effective when they are consistent. A brand signal is 
composed of ‘a firm's past and present marketing mix strategies and activities associated with 
that brand. In other words, a brand becomes a signal because it embodies (or symbolises) a 
firm's past and present marketing strategies’ (Erdem & Swait 1998, p. 135). Erdem and Swait 
argued that a brand signal is characterised by clarity and credibility. The clarity of a brand 
signal means that information about the brand’s marketing mix strategies and activities (past 
and present) are communicated consistently. This also entails conveying brand marketing 
messages that are consistent over time, and having brand attributes that are stable through time 
(Erdem & Swait 1998). Consistency ‘measures the extent to which the diﬀerent marketing 
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actions and strategies are perceived as making sense to one another and has a strong temporal 
dimension’ (Pecot et al. 2018, p. 306). Managing the consistency of the brand image through 
time requires a lot of effort from brand managers, especially during construction of a brand 
repositioning strategy or when introducing a brand extension (Keller 1993, 2008). 
 
The literature is aligned with the findings of this study in several ways. For instance, both this 
study and previous researchers have shown that managing the consistency of brand 
communications over time is essential for nurturing brand messages and stories amongst 
consumers. They agree that maintaining consistent brand-marketing communication increases 
the clarity, authenticity and credibility of the brand story. This underscores the importance of 
evaluating the consistency of brand communications and their authenticity from different 
angles, supporting the findings in the Communication consistency (section 6.1.5) and 
Evaluating authenticity (section 6.1.6) subcategories.     
 
9.1.3.4 The reach and impact of brand story  
 
A story can reach a person, but might not successfully embed its message. One way to describe 
this scenario is narrative transportation. According to van Laer et al. (2013), narrative 
transportation necessitates that consumers process stories through receiving and interpreting 
them; the receiver is then transported through empathy and mental imagery, and consequently 
feels or thinks differently. This study, especially through the Brand story pieces’ reach and 
impact subcategory (section 6.1.4), similarly found that if a story did not engage consumers 
and promote immersion or empathy and new thinking, it lacked impact. That also explains the 
finding that high brand story awareness does not always guarantee high impact if consumers 
are not transported into the story. However, the act of repeating the story over time can clarify 
the story’s message, as it allows consumers to recognise the dream and intended archetype in 
the story (Woodside 2010).   
 
The reach and impact of a story can be evaluated using individuals, such as journalists, who 
influence consumers, spread the brand story and motivate consumers to act on the messages 
behind the brand story. Fog et al. (2010) argued that people usually regard a trusted journalist’s 
stories about a brand more highly than stories coming directly from the brand itself. Fog et al. 
declared that constructing brand stories that media like and will broadcast can yield astounding 
results, but warned that if done incorrectly, media can work against the brand by conveying 
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negative stories. Fog et al. stated that journalists assess a good story according to the five classic 
news criteria: conflict, identification, actuality, relevance and sensationalism. 
 
Fog et al. (2010) explained that conflict (e.g., between good and bad) and identification (e.g., 
can people identify who or what the story is about) are unchanging criteria for journalists on 
the hunt for good stories. Stories involving catastrophes, problems and conflict between people 
or emotions are magnets for journalists; at the same time, audiences need to be able to identify 
with the story. Positive stories empower people to dream, and make them think ‘I wish that 
was me!’; negative stories make them shudder and think ‘thank goodness that was not me!’ 
Fog et al. noted that the news media favour unusual stories. They noted a journalist saying that 
‘dog bites man’ is a bad story, but ‘man bites dog’ is a great one. In addition, the more 
sensational the story, the better; current stories are particularly important for news media. 
Actuality of a story (e.g., did it actually happen?) is crucial to be worth sharing and telling; 
relevance and importance to the targeted audience is also vital. Fog et al. asserted that these 
criteria provide brands with a useful checklist when testing/measuring their stories, especially 
if they want to evaluate the media’s interest in the story as a reflection of the worth of the brand 
story in the market.  
 
The findings outlined above are consistent with the findings of the Evaluating brand story 
theme. They support the idea of communicating sensational brand stories that show conflict 
and identification (as in in brand creation stories, or stories that put consumers at the centre), 
while maintaining relevance. The literature’s findings also connect with those illustrated in The 
emotional alignment between brand stories and consumers’ stories subcategory (section 6.1.3).  
The criterion of actuality matches the findings of the Evaluating authenticity subcategory 
(section 6.1.6). Finally, the explanation of the value of journalists’ stories about a brand story 
connects to the Brand story pieces’ reach and impact (section 6.1.4). 
 
 
9.1.3.5 Evaluating brand story effect on brand management decisions 
 
This is the second category of the Evaluating brand story theme. In this category, the word 
‘brand’ became a synonym for ‘brand story’ when GCBPs spoke about their processes in 
evaluating the performance of their brand stories in the market. Phrases such as ‘brand equity’, 
‘brand performance’, ‘measuring brand equity through brand audit and tracking systems’, 
‘fostering brand loyalty’, and ‘increasing consumer advocacy’ were frequently used, and 
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contributed to building the subcategories of this category. Extracting the concepts behind these 
ideas from the literature and discussing relationships between them and the findings of this 
study is part of standard grounded theory procedure, and is conducted below. 
   
9.1.3.6 Brand equity and brand performance  
 
Managers use brand equity to define the value of their brands, focusing on brand value from 
the consumers’ perspective and its long-term financial consequences for the brand (Jones 
2005). Consumer-based brand equity means consumers are familiar with the brand and can 
recall various favourable, strong and unique brand associations; thus, the cumulative brand 
knowledge consumers construct in their minds enables a stronger response to the brand’s 
marketing efforts (Keller 1993). Brand equity ‘explains why different outcomes result from the 
marketing of a branded products or service than if it were not branded’ (Keller 2008, p. 37).  
 
Measuring brand equity continuously enables brands to evaluate their marketing programs. It 
includes obtaining feedback from consumers to aid in identifying performance problems, re-
focusing advertising/positioning, collecting feedback from consumers on the marketing mix, 
and collecting information on brand employees so managers can precisely locate areas for 
improvement (Lassar, Mittal & Sharma 1995). Lassar et al. (1995) suggested that managers 
should focus on five fundamental dimensions of the brand: performance, value, social image, 
trustworthiness, and commitment. Keller (2016) wrote that the two approaches most often used 
to measure customer-based brand equity are indirect (focusing on potential sources of brand 
equity through measuring brand knowledge) and direct (measuring the differential effect of 
brand knowledge on consumers’ responses to features of the marketing program).  
 
A brand equity measurement system is a must-have for marketers to manage their brand 
profitably. Keller (2008) explained that such a system includes research procedures that 
generate timely, accurate and actionable information, allowing marketers to make the best 
tactical and strategic decisions. Keller (2008) states that a proper brand equity measurement 
system includes properly designed brand tracking studies to measure the structure of consumer 
knowledge about the brand over time, detect changes in dimensions of brand knowledge, and 
indicate ways to increase the effectiveness of marketing programs (Keller 1993). Tracking 
studies gather (mostly quantitative) consumer information routinely over time to monitor brand 
performance on key dimensions (identified in a previous brand audit). Applying the brand 
value chain in tracking studies indicates where, how much, and in what ways brand value is 
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being created, providing valuable information about brand performance and its market position 
(Keller 2008).  
 
Evaluating the brand’s performance or market position requires a brand audit, which is:  
a comprehensive examination of a brand to assess its health, uncover its sources of 
equity, and suggest ways to improve and leverage that equity. A brand audit requires 
understanding sources of brand equity from the perspective of both the firm and the 
consumer. (Keller 2008, p. 40) 
 
Brand performance is about how well the brand’s products meet customers’ functional needs. 
How well does the brand rate on quality assessments? To what extent does the brand satisfy 
customers’ utilitarian, economic and aesthetic needs and wants (Keller 2008)? According to 
Keller, brand performance goes beyond the product’s ingredients and features to incorporate 
dimensions that differentiate the brand. The strongest brand positioning depends on 
performance advantages, and it is uncommon for a brand to overcome severe performance 
deficiencies. Brand performance reflects the brand’s market share and the success of marketing 
programs in driving sales. Brand value is created with greater market share and higher price 
premiums, including more elastic responses to price decreases and inelastic responses to price 
increases (Keller 2008).  
 
The ideas from the literature discussed above support the findings of this study. Previous 
researchers discussed brand equity, brand performance and their measurement through brand 
audit or tracking studies; these concepts were reflected in GCBPs’ indications about their own 
brand practices. They are consistent with the findings of the Brand story performance as a 
manifestation of the brand performance (section 6.3.1) and Brand story and KPIs (section 
6.3.3) subcategories of the Evaluating brand story’s effect on brand management decisions 
category. 
 
9.1.3.7 Employee advocacy  
 
The findings of this study show that the role of brand employees is vital to building the brand 
story in the market (e.g., as discussed in the Connecting stories category, section 5.3); 
evaluating the understanding of brand story amongst employees is a major part of the 
Evaluating brand story theme. de Chernatony (2001) noted that effective brand building 
depends strongly on employees and their comprehension of brand values in ways that inspire 
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them while they work within the organisation, and therefore managers will need to find ways 
to align employees’ values with values inherent in the promise of the brand. Fog et al. (2010) 
wrote that in order to evaluate the core story of the brand, managers must have a solid 
understanding about shared stories amongst employees; what stories do employees discuss in 
their workplace or share on coffee breaks? What kind of stories do they use to describe the 
brand? In which particular areas do employees feel that the brand is making a difference? What 
stories make them feel that their workplace is special? Fog et al. (2010) explained that 
managers’ evaluations of employees’ stories will help identify the manifestation of the core 
story in the brand and contribute to delivering it to consumers. 
 
These examples from the literature indicate the importance of evaluating the comprehension 
of brand stories by employees, as well as the types of stories they share; these are considered 
vital aspects of developing the brand story in the market. These concepts are also demonstrated 
in the findings of the Employees-brand advocacy level subcategory (section 6.3.4) of the 
Evaluating brand story’s effect on brand management decisions category. 
 
In summary, section 9.1 presents discussion of the findings of this study according to the 
components of the PLBS model presented in Chapters 4-6 (i.e., themes 1-3). It highlights the 
key ideas in each of the categories developed under each theme and links them with relevant 
literature, in accordance with grounded theory methodology. 
 
9.2 Answers to research questions 
 
This section presents answers to the three research questions initially posed in Chapter 1. They 
are reproduced below, with accompanying discussion.  
 
RQ 1: what is a brand story, as evidenced in the practice of global 
contemporary brand practitioners?    
 
For GCBPs, the term ‘brand story’ has multiple meanings. It is effectively an umbrella term for 
a diverse set of stories, concepts and theories (outlined in section 9.1). The Lenses of brand 
story meaning theme (described in detail in Chapter 4) encapsulates the meanings and concepts 
the GCBPs attached to and used to define ‘brand story’ from their professional perspectives and 
in their day-to-day interactions with brand management decisions. This theme provides an 
answer to the first research question through its four interrelated meanings of ‘brand story’, 
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captured in four categories: Core reason for brand inception, Temporal journey, Brand 
experience, and An approach to brand management. 
 
The Core reason for brand inception category (i.e., the first brand story meaning) is described 
in section 4.2.1. Its key idea is that the brand story is the reason behind brand creation, and that 
the brand founder’s story is at the heart of the brand story. Such a story depicts why the brand 
was created in the first place, and why the brand’s founder(s) conceived the idea of the brand. 
The brand story meaning here tells how the brand founder lived and engaged with his/her 
community before and after creating the brand, as well as how the founder created the brand 
with a sense of purpose and a belief that it would create value through products/services that 
serve the community on functional and emotional levels. The brand story meanings in this 
category indicate two possible sources (the ‘why’) of the brand’s creation: fulfilling a dream 
of answering a problem, and the founder’s life story. Each of these sources is associated with 
a diverse set of stories that provide their brands with reasons to exist. 
 
The Temporal journey category (the second meaning of brand story) is described in section 
4.2.2. It includes stories of the brand’s founder and his/her envisioned future for the brand, as 
well as the progress and milestones the brand has achieved. It entails stories that identify the 
brand’s milestones chronologically to make them more understandable and easier to remember, 
facilitating sharing the brand stories with others (e.g., consumers sharing the brand story with 
their friends). The findings in this category argue that a brand story moves on a never-ending 
path. That is, the brand is on a journey of continuous development and prosperity, and the 
journey ends only when the brand ceases to exist. Moreover, this category includes stories that 
depict how the dream of a brand founder became reality and how a brand moved from being a 
mere idea in the mind of its founder to a reality with which others can see and engage. Such 
stories contain spoken and unspoken rules and beliefs that the founder followed during the 
creation stage of the brand. 
 
The Brand experience category (the third meaning of brand story) is described in section 4.2.3. 
It illustrates how GCBPs view brand story as an experiential story which people can experience 
and interact with more meaningfully than editorial outputs (e.g., a written story in a brand 
catalogue). The findings of this category indicate that brand stories can reach the hearts and 
minds of consumers through engaging multiple human senses, and that the whole experience 
creates the real meaning behind the brand story concept. An important finding here is that a 
brand story meaning is manifested in the idea of providing consumers with a story that engages 
 210 
multiple senses in their interaction with a brand (e.g., via sight, hearing, touch, taste or smell); 
a brand story’s meaning should not be limited to a static editorial story but be more dynamic, 
engaging and experiential. A jigsaw puzzle analogy was used to show that each human sense 
contributes to delivering the brand story to consumers; they assemble these jigsaw pieces 
mentally to form a story that includes images and emotions. Further, the findings emphasise 
the content of the brand story; its meaning is not limited to textual content, but includes 
everything a brand can create and express to its consumers (e.g., the ambience of the retail 
environment). The findings show that a brand story can have many types of content: the brand’s 
products, services, physical stores, physical expression and the interactions of the customer 
service team with consumers. 
 
The An approach to brand management category (the fourth meaning of brand story – see 
section 4.2.4) illustrates that a brand story meaning manifests itself in how decision-makers 
think about and manage the brand. It is mainly about interpreting and comprehending symbolic 
meanings behind brand stories (e.g., stories of brand creation) and utilising them in business 
decisions that go beyond mere marketing communications. The brand story here becomes an 
influencer of management’s brand strategy decisions. The brand story in this category is not 
limited to a specific story/event that emerges during brand creation, but is strongly connected 
to the reason behind the brand’s creation and its purpose of existence (i.e., the Core reason for 
brand inception category) and how managers translate the learnings from the reasons/stories 
of brand creation into action. The findings shows that some GCBPs treat the brand story as a 
set of philosophies, values, beliefs and the strategic framework of the brand. This perspective 
is not limited to the marketing team, but permeates through all managerial decisions and 
personnel across all departments. Besides, the findings of this category suggest a view of brand 
stories as stories of a living entity that interacts with others. A key idea in this category is for 
the marketer to consider him/herself as the brand itself and answer the question ‘what is my 
story?’ The findings indicate that thinking about the brand as a person forced some GCBPs to 
craft their brand stories in ways that reflect the complexity of human beings’ stories, increasing 
practitioners’ empathy with their stories and enabling a more compelling depiction. 
 
The findings about the above four meanings of brand story, revealed through analysis of data 
from interviews with GCBPs, are supported from multiple angles by findings from examination 
of the organisational documents of brands involved in this study. These supporting findings 
and the nature of the connections between them and those developed during the interviewing 
process are illustrated in detail in Chapter 7 and 8. 
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In summary, the reader can think of the four meanings of brand story in this study as:  
• stories related to the creation of the brand and its reason for existence; 
• stories that tackle the brand’s development over time; 
• how a brand creates experiential stories with which consumers interact; and  
• the elevation of brand story to a state of being symbolic in ways that allow it to influence 
brand strategy and the daily decisions of brand practitioners.  
 
Based on these findings, the investigator proposes the following definition of brand story: 
 
A brand story is a set of interrelated stories and concepts that draws its power from the 
core reason behind the brand’s creation and stories of the brand founder associated with 
the creation of the brand. It depicts the brand’s development through time, becoming a 
dynamic story that people can experience and interact with – a symbolic story that 
influences brand management’s decisions and how stakeholders interact with the brand. 
 
RQ 2: What are the main processes GCBPs adopt to develop their brand 
stories in the marketplace? 
 
Findings about the main processes the GCBPs apply to live and comprehend their brand stories 
and develop them in their marketplaces are captured in the second theme of the PLBS model 
(illustrated in detail in Chapter 5). The Living and telling the brand story theme incorporates 
the phases of planning, deploying and maintaining the authenticity of the brand story, which 
are the main processes the GCBPs use to develop their brand stories in various marketplaces. 
These phases are represented sequentially in three categories: Comprehending the backstory, 
Connecting stories, and Shaping brand story authenticity.  
 
The Comprehending the backstory category (see section 5.1) is about the key stories the 
GCBPs in this study employ to comprehend why their brands were created and how they 
reached their current situation. This category shows that understanding the past stories of the 
brand helps marketers create intriguing brand stories. The findings show that understanding 
the backstory is about appreciating and empathising with the history of the brand, as well as 
the stories that people share and communicate about the brand in the marketplace. This 
category highlights stories of how the brand legacy was created. The findings show that many 
creators of successful brands approached the creation stage of their brands with the mindset of 
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serving a purpose bigger than themselves – one that would outlast them, and that future 
generations of decision-makers in their brands could inherit. Comprehending the congruence 
between the value in the brand story and those of the defined target consumers is important in 
this category.  
 
The Connecting stories category (described in section 5.3) is about the key steps the GCBPs 
adopted to communicate their brand stories in the marketplace. It takes the learnings from the 
Comprehending the backstory category (discussed above) and puts them into action to engage 
the target consumers effectively. This category necessitates that brand marketers create story 
content that aligns with the context of the brand’s backstory. The findings show that GCBPs 
were attempting to pull their targeted consumers toward the worlds of their brands and facilitate 
scenarios that allow consumers to immerse themselves in every piece of brand story. The 
GCBPs stressed the importance of creating fit between brand stories and their communication 
channel(s). When disseminating brand stories, the GCBPs emphasised integration across 
channels to allow the brand story to permeate through the marketplace. The findings show that 
brand marketers need to delineate the ‘total experience’ they want to build amongst their 
targeted consumers with their stories to determine the right blend of communication channels, 
tools and platforms. Disseminating the brand story strategically across multiple channels 
avoids the argument about one channel’s superiority over another (i.e. online/modern versus 
offline/classic). The findings indicate that the choice of channel is specific to the type of brand–
consumer relationship.  
 
The Shaping brand story authenticity category (described in section 5.5) shows that the 
authenticity of brand communications is crucial to creating and maintaining a compelling brand 
story. This category demonstrates GCBPs’ perspectives on brand story authenticity, as well as 
how they strategise their brand–consumer connection in their markets for legitimate brand 
stories. GCBPs gave importance to being true to the ‘why’ behind the brand (the brand’s 
purpose, values, vision and mission) and how it acts as a crucial source of inspiration for the 
construction of a diverse range of story pieces. The findings show that every organisational 
department is responsible for delivering story pieces that – when combined – form a robust and 
authentic brand story that is true to its big story. Capitalising on brand longevity is another 
practice GCBPs employ to increase brand authenticity. Phrases such as ‘since 1818’ or 
‘established in 1950’ signal to consumers that the brand has existed for a long time and by 
implication is successful; it has systems in place that have proven to be beneficial to the brand 
and its consumers during the brand’s lifetime, making it trustworthy in the marketplace. 
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Similarly, the honesty of brand marketers in their communication is a crucial contributor to 
shaping authentic brand stories. Honesty refers mostly to communicating stories about the 
brand without fabrication – being honest about what the brand can offer. Adopting a 
compelling communication tone is another important element in shaping the authenticity of the 
brand story. The findings about tone relate to the adopted ‘voice’ (written or spoken) of the 
developed brand character that communicates to brand consumers. A compelling 
communication tone – one that awakens consumers’ interest and admiration in an influential 
way – for the brand story persuades people to connect with the brand and believe in its 
messages.  
 
These findings about the main processes GCBPs used in developing brand stories are supported 
by findings from analysis of organisational documents. Supporting findings are illustrated in 
detail in Chapters 7 and 8. 
 
In summary, GCBPs adopt three major processes to develop their brand stories: 
• planning for brand story communication; 
• deploying brand story communication; and 
• maintaining the authenticity of the communicated brand story.  
These phases are encapsulated in three categories under the Living and telling brand story 
theme (presented in Chapter 5): Comprehending the backstory, Connecting stories, and 
Shaping brand story authenticity.  
 
RQ 3: How do GCBPs evaluate their brand stories?  
 
The answer to the third research question is manifested in the third theme of the PLBS model, 
the Evaluating brand story theme (described in Chapter 6). The findings related to this theme 
emphasise that the brand story evaluation process is brand specific; the determinants of the 
success of a brand story vary between brands. The GCBPs interviewed for this study described 
applying multiple strategies to assess the success or failure of their brand stories. Sometimes 
their evaluations are geared toward the content and messages their brand stories are conveying 
to consumers; other times they evaluate by treating ‘brand story’ as a synonym for ‘brand’, 
thus evaluating the performance of the entire brand in the market. Two key categories represent 
the findings of this theme: Evaluating the resonance of brand story content/message, and 
Evaluating brand story’s effect on brand management decisions.  
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The Evaluating the resonance of brand story content/message category (detailed in section 6.1) 
incorporates the GCBPs’ perspectives with regard to evaluating the effect and resonance of the 
content and messages of their brand story communication initiatives in the marketplace – 
particularly those geared toward target consumers. It considers aspects such as the alignment 
between shared stories about the brand in the market and the brand’s reason for existence, 
shared stories in the market about the brand essence, how humanlike the brand character is, the 
emotional alignment between brand story and consumers’ stories, the brand story pieces’ reach 
and impact, the consistency of brand story communication, and the authenticity of the brand 
story's claims. 
 
The Evaluating brand story’s effect on brand management decisions category (section 6.3) 
shows that the evaluation of a brand story is strongly linked to the overall performance of the 
brand in the market. It shows how meanings associated with a brand story can influence the 
way managers and employees work and are evaluated in the organisation, and how even when 
a brand loses market share its brand story can be considered successful. The evaluation process 
in this category gives importance to the following aspects: the brand’s performance and equity 
in the market, surviving tough times, linking the performance of all organisational departments 
together, and the employee–brand advocacy level. 
 
In summary, the brand story evaluation process is brand specific and depends on how brand 
decision-makers define their brand stories. The findings show that the evaluation of brand 
stories can take two forms: 
• concentrating on the content and messages of the brand story and its effectiveness in 
attracting consumers to the brand; and 
• considering brand story to be a synonym for brand and hence evaluating the brand 
story from that perspective (i.e., the brand itself and its performance in the market).  
 
9.3 Chapter Summary  
   
This chapter presents a discussion which positions the key findings of the developed PLBS 
model of this study with respect to relevant literature. The discussion showed that the results 
of many previous studies align with many components of the developed model. The chapter 
also provides concise answers to each of the research questions, indicating that the term ‘brand 
story’ is an umbrella term for a broad set of stories, concepts and theories. Based on this and 
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other findings, in this chapter the investigator proposed a new definition of 'brand story' that 
extends upon those in the existing literature. 
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10 Chapter 10 Implications and Future Research 
 
 
This chapter concludes this study by highlighting its contributions to theory and practice. It 
describes the limitations of the research, provides suggestions for further research, and 
concludes the thesis. 
 
10.1 Contribution to Theory 
 
This study contributes to theory and the body of brand management knowledge in several ways. 
It responds to calls for further studies of the brand story concept from a brand management 
perspective, primarily through developing a practitioner-led brand story (PLBS) conceptual 
model through analysis of data collected during interviews with global contemporary brand 
practitioners (GCBPs). The model clarifies the ways in which brand stories can be integrated 
into brand communication to enhance brand equity and total performance in the market. 
Besides showing how various theoretical components interrelate with this model and its 
process of developing and evaluating a brand story, this study extends the definition of brand 
story beyond that in current literature (see Chapter 9). The meaning of brand story in this study 
differs from the traditional definition, which focuses on brand stories from an editorial 
standpoint or as a concept created by people managing the brand and used heavily in 
advertising.  
 
This study shows that brand story is a container of other concepts and theories, and while many 
of these concepts/theories are discussed in the literature in isolation, this study is the first to 
combine them. It shows that brand story, as practised by leading GCBPs, constitutes a variety 
of marketing concepts and theories. This was particularly evident when it was discovered that 
some research participants considered ‘brand story’ a synonym for ‘brand’, which elevates 
thinking about the meaning of brand story to a whole new level. No other study has depicted 
the brand story building and evaluation processes in such a detailed manner and identified the 
components indicated in this study. This study is unique in marketing research in its adoption 
of grounded theory methodology to step inside the brands’ territory and interview top 
management in global brands. This was done with managers in Australia, France and Saudi 
Arabia, and from diverse industries. The successful application of grounded theory methods 
will help other researchers interested in the brand story area to understand what brand stories 
mean in practice and how they are built and managed. 
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10.2 Contribution to Practice  
 
This study contributes to marketing practice in several ways. It demonstrates a systematic 
means of creating a high-quality brand story that nurtures the brand–consumer connection, 
enhancing the overall equity and market performance of the brand. It demonstrates that a brand 
story is more than an editorial story that advertising agencies create. The brand story in this 
study became a synonym to the word ‘brand’. A brand story comes from the heart of the brand 
and should be crafted by marketers within the brand who advocate for the core reason behind 
the brand’s creation. It relies upon stories of the brand founder(s) and values inherited by 
(sometimes, generations of) subsequent decision-makers. 
 
The following recommendations are for managers/marketers wishing to adopt this study’s 
PLBS model. 
• The brand story concept must reflect the entire brand, internally and externally; it is 
not a concept whose development can be totally delegated to external agencies (e.g., 
advertising agencies). Brand story construction involves all decision-makers in the 
brand. The marketing team is responsible for harmonising the brand story in the brand’s 
internal and external worlds (e.g., within the brand and with consumers). 
• Marketers and top management must agree on the meaning of brand story. As indicated 
in this study, a brand story is a set of interrelated stories and concepts that draws its 
power from the core reason behind the brand’s creation and associated stories of the 
brand’s founder. It depicts the brand’s development through time, becoming a dynamic 
story that people can experience and interact with – a symbolic story that influences 
brand management’s decisions and how stakeholders interact with the brand. Agreeing 
on the brand story’s meaning allow for better construction and an evaluation process 
that can accurately determine the success or failure of the brand story. The PLBS model 
shows that brand marketers have the main responsibility to build compelling brand 
stories in the market, ones that encourage consumer to become brand advocates and 
brand storytellers. 
• Marketers have to comprehend past stories of their brand to create compelling brand 
stories that offer consumers a desirable set of values. 
• The importance of the authenticity of the brand story is a critical finding of this study. 
The brand story has to be true to the reason for brand inception; it must avoid 
fabrication. Telling authentic stories with exciting tone and integrated elements is 
different to making up events/stories just to lure consumers. 
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• Humanising the brand and looking at the brand story as a conversation between two 
human beings (i.e., brand and consumer) is an integral element of the PLBS model. 
Considering the brand as a human allows marketers to locate interesting stories within 
the brand that are worth sharing with consumers.  
• Creating a brand story that people can feel and interact with (i.e., experiential brand 
story) is critical for fostering consumer engagement and advocacy to a brand and its 
story. Therefore, brand managers need to comprehend the idea that a compelling brand 
story goes beyond the limitation of editorial contents, it goes live in different touch 
points of a brand to touch the five senses of human being. 
• Evaluation of the brand story is brand specific. Marketers need to agree with top 
management about what elements to include in evaluating their brand story.  
The findings illustrated in the three themes of the PLBS conceptual model (Lenses of brand 
story meanings, Living and telling brand story and Evaluating brand story) offer further 
elements, perspectives and managerial implications. 
 
10.3 Limitations and Further Research 
 
This study had several limitations that can also be seen as providing future research 
opportunities. The study was exploratory in nature, and followed grounded theory 
methodology, in which the primary purpose was to create a theory, not to test one. Future 
researchers can consider other methodological approaches, such as ethnography, to expand and 
refine the generated PLBS conceptual model. In fact, the model can act as a springboard for 
future research in relevant areas. Quantitative approaches could be employed to test and 
confirm the components of the PLBS model. 
 
Another combined limitation and opportunity relates to the nature of the research participants. 
The GCBPs all held top management positions in their brands, and the findings of this study 
are built on analysing their interview transcripts and triangulating the results with those of 
analysis of organisational documents. Middle managers were not involved in the study, so 
future researchers could include their opinions and develop insights from interviewing them to 
expand or enhance this study’s findings. Similarly, front-line employees who engage directly 
with consumers could be involved in future research. It was clear in the findings that top 
management considered their front-line employees as vital communication channels to 
disseminate their brand stories in the market, hence, understanding how they communicate 
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brand stories can contribute to best practice. Understanding how brand stories developments 
differ between brands from different countries or industries is a potential root to extend the 
findings of this study; exploring for instance how a beauty brand develop its story between 
international borders (i.e., between countries) or how a group of brands from a similar industry 
(e.g., higher education) develop their brand stories to persuade a specific target consumers that 
are already targeted by another group of brands from another industry (e.g., cars 
manufacturing). Seeking insights from consumers, whether qualitatively or quantitatively, to 
learn what kinds of stories engage them and understand how they become brand advocates 
would be another valuable extension to this study.  
 
In addition, future research could focus on how marketing agencies specialising in storytelling 
communications can use the PLBS model to help brands build their brand stories in different 
marketplaces. Similarly, including brand activation agencies in future studies might be helpful, 
because many brands utilise such agencies to create compelling brand experiences in the 
marketplace, which is central to the brand story definition proposed in this study.   
 
Moreover, while this thesis illustrated the power of compelling brand stories to evoke positive 
consumer behavioural change, it did not dive into the different brand story genre (or 
storytelling genre) that can affect consumer behaviour in different situations (e.g., telling sad, 
happy or romantic stories). Therefore, it would be interesting for future research to explore 
'what' genre are used by different brands and under 'what' circumstances, including the 
discovery of whether brand managers are putting in place different strategies to shift between 
genres in their communications. Also, examining if an adopted brand story genre is the same 
for a brand's external communication versus internal ones (i.e., brand-consumers versus brand-
employees communications) or if a communication genre of a brand differs in its social media 
campaigns compared to its offline communications and 'when' and 'how' such a change takes 
place.     
 
10.4 Conclusion  
 
This qualitative research was conducted using constructivist grounded theory methodology. 
Data were collected from interviews with 13 senior brand practitioners based in three countries. 
The analysis generated three themes that formed the PLBS conceptual model, portraying 
possible meanings associated with brand story concept, contemporary components of strategic 
brand story building, and evaluation approach in practice. Data triangulation using internal and 
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public organisational documents was performed to add credibility to the interview findings. 
This project responded to calls for more empirical research on brand story from a brand 
management perspective, and has produced multiple contributions, including a brand story 
definition that extends upon those given in current literature. The study’s limitations and 
opportunities for further research were discussed. This study provides a guide to managers 
wishing to adopt a high-quality approach to brand story building.  
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Appendices 
 
Appendix 1: Sample of Interview Guide 
 
Research Title: Understanding Brand Story Conceptualisations: Brand Practitioner 
Perspectives 
 
• Thank you for your participation, could you please tell me a bit about yourself? 
• Great, is it ok to tell me about your professional expertise? 
• What do you think a brand Story is? 
• Do you think there are other terms for brand story? 
• In your opinion, what are some examples of successful and unsuccessful brand stories? 
What about brand stories about retail brands? What about creating brand stories for 
health and beauty brands?  
• In your opinion, Is there any differences between brand stories for multinational brands 
and for local brands? 
• Can the size of the company affect how it tells its brand story?  Yes/No? could you 
kindly elaborate more on that? 
• For a multinational brand that intends to enter a new market (let’s say they are new to 
the Australian Market), what do you think the crucial elements they need to consider 
when crafting their new brand story communication in this new market? 
• Now, you have current players (brands) in the market and they are dominating good 
position within the minds of their consumers, how can a new entrant develop an 
integrated brand story that can resonate with the targeted consumer? 
• [But they are there before them, their customers are loyal, how can a brand story be a 
game changer, I will probe to talk about all of the above examples in some details; e.g., 
why are they good, why are they bad?] 
• In your opinion, do you believe the firm’s success partly depend on the brand story 
strategy adopted? Why? Could you give some examples, please?  
• But it costs money to have big integrated brand stories campaigns? Doesn’t it? Is it 
worth the investment? 
• How do you measure the success of a brand story? Can you give me examples? 
• Now if we can go back in time, and if you were responsible for creating a compelling 
brand story for your brand, what would you do? From the conceptualising phase, until 
you execute the plan, and then how are you going to report that success or failure?  
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• [I will mention something about the protagonist of the story as well]  
• To what extent do managers in your industry give importance to strategic branding 
communications?  
• How do you think Australian brands go about designing their brand stories?  
• How do they make such decisions?  
• To what extent do they rely on intuition versus literature in making branding decision?  
• Do managers in your company understand the move from ‘managing the brand to 
managing by the brand’?  
• What are some future directions in branding?  
• Your thoughts on brand stories and online revolution? 
• Would you like to add anything else to our conversation? 
 
Thank you for your time. 
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Appendix 2: Sample of Interview Transcript  
 
This an excerpt from interview number 11(few pages from the middle of the interview were 
removed due to their length). 
MF stands for Mohammed Fakiha (the investigator). 
KI11 stands for Key Informant 11. 
 
Speaker Transcript 
MF Alright, so today we are with Mr. KI11 in the brand story research, this 
interview is recorded as part of the research requirements, so hello Mr KI11 
KI11 Hello, Mohammed. 
MF Mr. KI11 could you tell me about yourself and your story? 
KI11 Yes, I learned brand strategy by experience, I was a designer and had a design 
company for over 30 years, design, marketing, we did everything from 
corporate clients, billboards, advertising, million dollars press ads we sort of 
put together, newspaper, and manage very big company's marketing, or build 
a website or whatever, so overtime, around the year 2000 when the internet 
came along, it empowered a lot of small businesses to get there and start a 
business and they were knocking on our door a lot, and I noticed a big 
difference between the big companies and the small companies, the big 
companies could employee a marketing manager, a brand strategist or 
whatever, but smaller companies were just whining it, they were just starting 
a business, and they came to us and want a website and could not brief us, 
they couldn't tell us what they want, they couldn't tell us about their position 
in the market, they didn't have a unique selling proposition, no brand promise, 
just started a business and thought a website would help them. 
MF who was coming? their managers or the owner? 
KI11 Lots of small businesses, the owners themselves, they were too small to have 
a manager. And that is the case now, entrepreneurship is the new black, 
everyone is starting a business, they just jump from tactic to tactic, and the 
end of the day this what identifies small businesses, most of them they are 
tactic driven, and around 80% don't get through the first 4 years. And then 
every big company is more strategy driven, or employee people who think 
strategically for them. So, strategy doesn't seem to come in the thinking of 
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most businesses, and until you raise that with them, then a penny drops, and 
they got oh you are right. That makes sense, but you know they just getting 
online, getting flooded with emails and Facebook post, adjusting to do this 
course or learning the 7 steps that make them a million dollars, all of that 
spam I call it. So, they just failing at that end of things. So, we put our heads 
together and thought how do we help them? cause I met [A Famous Figure 
in Australia] when he was starting and you could see it is a huge growth area. 
So, I started I workshop sort of pointing the difference in our design business 
which was in creating a brand strategy. but back then it was really about 
creating a point of difference. We didn't even really know that we are starting 
to go down to unearth this strategic path, the strategic way of helping people, 
so we started with the point of difference as the aim of the workshop and just 
sort of researched thought leaders, the Seth Godins of the world and 
everybody obsessively thinking about coming with steps or processes where 
we can take people through, a workshop didn't exist, there wasn't something 
out like it. So we sort of ended up reverse engineering what the big companies 
had done. So all multinationals, all fortune 400 hundreds, the Amazons of the 
world, the Apples of the world, we looked for common steps they touched 
on, worked on, embraced in some ways shapes or forms, and we were looking 
for a process, and so we sort of came out to 7-8 common things they did and 
we worked out how we can link them together in a process. That turned out 
to be a very powerful workshop that everyone was resonating towards. At the 
end of the day, that is a brand strategy, it was helping a business approach 
the market thinking strategically. Because, what is a brand strategy? it is a 
way of approaching the market through some strategic thinking. That's all 
about it. it can be structured or non-structured from a strategic perspective, 
who is the target customer what do they want, what do we have, what is the 
competition, and that's just looking at it strategically then ok if we positioned 
ourselves, what is our point of difference, then you can go ok, a point of 
difference, what is the message that going to resonate with the target market 
really wants, have we connected with them emotionally, and then you come 
up with positioning statements, brand promises, values and things to draw 
out the company, and brand personality and things like that. So all as 
combining together to form the point of difference. Therefore, you get a 
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strategic approach to the market that gives you points of difference and you 
stand the chance going out to the market and being successful in the long 
term as you have a plan. just like Apple had the big tower computers, they 
had the phone 10 years old now, and they sort go back in the market for the 
tablet, and when the tablet invited  it was about where is the opportunity, 
where is the blue ocean, where we can create a product with a point of 
difference, and that is how I recommend small business go about it, 
strategically, where is the gap in the market, what can they niche, if it is a 
therapist, how can they niche, how can they specialised, it can't be everything 
to all people, they aren't going to cut through, so this became an obsession to 
refine this process, cause it is quite hard for most businesses, everyone at 
different stage, no one really understands what's going on, so we've created 
the workshop and ended up turning it into an online tool. We built it as a 
course, the typical course is that you read something, and you tick the box 
and watch a video after reading 6 or 7 modules. What we created is create a 
brand storm and really answer in all of the section, so actually they are 
building their brand strategy as they are learning about brand strategy, so we 
call it a tool. So no course could have accommodate that function, so we built 
its software, its the first iteration, but its quite good, you can then print out, 
the thing is everything is interlinked will come up in a way making one thing 
toward the next, and the answer to that inform and help in answering the next 
one, so there is sort of pattern of common sense there. People coming with 
posting statements strap lines that sound good, and the next day they look at 
it and say, well that doesn't really sound good, what was I thinking. So we 
sort of worked this way, you can't have a brand promise until you have values 
the company stands by, you can't have that until you know what is your 
position in the market is, and have a positioning statement and clarity around 
that, you can't have that until you know who your target market is, what your 
buyer persona is, you can't know that until you know your purpose and 
mission, so it is a logical path that you go up and down in refining, so we put 
that, and then that sort of the brand strategy, now I'm know for brand strategy, 
you are studying it you probably know more than me, but I just have the street 
practical approach that we've taught ourselves, researched and found out, 
doing enough online research. Courses, are getting some of the old strategic 
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marketing, old information out there, irrelevant to what is happening today, 
what we've created is very fundamental, it is all out there, all old school, 
positioning statement brand promise, you know, target market and buyer 
persona. All traditional, we haven't invented anything new, so some of the 
old is directly correct, but I just thought, small businesses are getting 
compared to the amazons and the big companies where they have an amazing 
experience online, website and everything, and the consumer want the same 
experience, when they go to a small business they expect the same thing if 
they feel they are not getting it, it is not easy, things not coming through, they 
walk quickly, and won't buy, unfortunately all small businesses are being 
compared to the slickness of the big businesses, so the internet hasn't really 
helped people, it sort of made the rich richer and the poor poorer. It is not a 
levelled play field, small business can't necessarily afford present themselves 
the way big businesses do, so they are at a disadvantage. we thought going 
online with a strategic solution would be a good thing to do.  
MF So, you said all of the things were available before, what was the problem 
with small businesses, they didn't know those things exist? 
KI11 I think the problem was they don't work in isolation, buyer persona is been 
around for years and lots of people thing I need to have a buyer persona, so 
they build one in isolation, but then they don't do that much with it, you know 
they might think about it, but then get forgotten about, and is it the right buyer 
persona, so how do you know that buyer personal is right? unless you really 
clear on the target market, and you can google positioning statements and 
brand promise, and work out  how to do a brand promise, but if it is not 
influenced by everything else, it can't be as good, so we really struggled with 
how to make this quick, easy and simple, and if you want to do it properly, 
it’s just not. There are companies charge 10-20 thousand dollars to take 
people through a process like this, because that is the time involved to do it 
properly, to analyse some data. Because to develop a good buyer persona, 
you should be researching and asking questions, not just go and say a 25 
years old, living in the city and drive Volvo. That's nothing that is irrelevant, 
does not help any marketing, understanding their must haves, understanding 
what changes at a point in time to make them suddenly need your product. 
Marketing has shifted, this is marketing back in the 19th hundred, it was all 
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about features, if you looked at any ad, there was telephone around, show it 
has a big microphone, and all the features, and then sort of shifted around the 
1950s to what it did, like burst of flavour, the life saver strap line, sort of 
functional benefits. Then it moved in 2000 around the experience that you 
would have, drive a new Subaru car into the outback, that the experience you 
are going to have. And now, because we sort of living in the online all the 
time, we are sort of isolated, we are looking for tribes, we are looking for 
something that understands us, so when we see and ad, you just go he knows 
what I'm thinking, he gets me. Some ads just go and you say I want that, 
cause whatever they said has an emotional pull, they just say I want that, 
cause it is sort of saying you will be sexier, it is not saying you are going to 
lose weight, it is going to say you will be more attractive to the opposite sex, 
there is a difference there, so all these new marketing, and because we are so 
much educated and have so much choice, we are now responding to things 
that really deep down get us emotionally, so you can't create marketing until 
you have a buyer persona but has a deep understanding of what your target 
market is after, you know are they after a piece of minds, what are they after, 
when it comes to selling software, selling shampoos, selling business 
coaching. 
MF So, do you think part of that is about understanding stories of their lives, at 
least understanding stories of those consumers? 
KI11 Yeah, I was doing something for a furniture shop, and whose your target 
market if you positioned here or in the city, is it truly people who really care 
about the fashion of the house and so, or are you cheaper and is it more about 
mums and dads with low wage looking for a cheaper bit of furniture, so you 
could dissect the market up into few areas, and those would be to segment in 
the target market, now if you went for the cheaper people and think about 
what do they or when do they buy furniture? they don't buy furniture often, 
they buy once, most possible when they move, more than likely, that would 
be a big time, so your advertising could say, moving house? why not 
upgrade? in oppose to we sell cheap furniture, come along, so moving house, 
hmm, he gets me, he knows I'm moving house, and so intimate understanding 
influences what you can say in your marketing, there are people who just 
think I'll put an ad there and I can get sales at Christmas time, I'm here the 
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rest of the year, how are you going to track them, if you do find out that a lot 
of people are coming because they are moving house, you can almost 
specialised in upgrading furniture, we take your old furniture and recycle it, 
there is a point of difference, you bring us the old furniture and we recycle it 
and also give you 10% off, cause you are saving the environment, I don't 
know. That how businesses have to think, and they don't they just go out there 
and compete with competitors at the same level offering the same thing, you 
know the cars and furniture shops, business coaches, the PTs you know, they 
are doing things exactly the same, whereas all big businesses look for point 
of difference, and actually shape their business around that point of 
difference, a point of difference delivering overnight parcels on time every 
time, we need to  build software that tracks it, we need to give all our clients 
the scanning machines, we have to make millions of them and hand them out 
to every country, that what could get us a bit different not just using the same 
system everyone else use to send parcels, so they create something around 
their point of difference, and they changed. Nike brings out a new shoe every 
day, new style, the innovate, they keep up with trends, and set trends, where 
as everyone in business, just goes, my dad started a business, he is a lawyer, 
I'll be a lawyer, and there is so much choice for consumer now, and everyone 
is finding it really tough.  
MF So, how does something like brand story fit in such a situation, as having a 
point of difference, having the brand strategy, and what do you think a brand 
story actually is? 
KI11 Well, it is essentially makes you sound more human, but not everyone can 
have a brand story, some people like Tom Shoes in America, they give a pair 
of shoes a way every time you buy a shoes, to someone in Argentina, cause 
the guy was in Argentina and he saw most of the places kids couldn't afford 
shoes, that's how bad things were, so, they had a traditional cloth shoes and 
he thought I can make that, sell one and get one free, so he build the whole 
company on that story, that is really pivoting and powerful, but most people 
can't have that sort of game changing, a story, but I still think it is important 
to think about it, that's why I said purpose is really important, Simon Sinek's 
sort of WHY, is the first step in our process. We go right there, because from 
there you will be able to come with a brand story, now your brand story can 
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be in the website as your story, it should be about why you are doing what 
you are doing, not about who you are, it is more about the why. Most people 
are putting their brand story up and then talking about what they are doing, 
so they are not talking about why they are doing that. 
 Few pages from this interview [particularly from this point] were 
removed from this excerpt due to their length 
MF So, Imaging you worked with a brand or marketing manager to develop the 
brand purpose and brand story, and after 6 month he came to you and say 
well, the CEO came to me and said our brand story doesn't work anymore, 
and you know deep inside that CEO doesn't get what we are talking about, 
so what are the dimensions, factors that you want to develop, somehow like 
the KPIs to say OK, if we scored this number or something our story is 
successful and you can develop few dimensions with the brand manager to 
discuss with the CEO to say OK that could determine the success/failure of 
our story. So, what are you going to put in that box? 
KI11 That's an amazing question, yeah. Well, I would go where all we know our 
target market is X we spent a lot of time and worked out that's our target 
market, these are their pain points, and this is what they want and we believe 
our story resonate with them. So, logically we could say it does, do you agree 
with that, what our sales like. Our sales are quietly good, OK, so why change 
the brand story then. I don't know I wouldn't make it too complex, it has to 
have a good reason to change the brand story, but if the sales aren't working 
there is something wrong. Because, we all set there create a product and 
assume the market wants it, we create a product and go and sell it, and no 
one probably the big companies ask the market what they want and create it. 
So, I guess think about that at the same time. Is there a story what the market 
wants. Ok, you want to change the story, lets analyse and research does the 
market want the story that is influencing our product and service. Or do we 
just think it is good and they don't. So, I guess you should measure that. 
MF So, if I want to ask you in focused points, what makes successful stories 
successful and what can ruin those stories and make them a failure? 
KI11 I think a successful story is often when someone has a unique perspective on 
an industry they see a problem and they come-up with a new way of solving 
it. So what problem do you see in the industry and how are you solving them 
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sort of thing. So, a lot of good company start by seeing a problem, Fedex saw 
busy business people want a product delivered with certainty overnight, how 
do we fix that, well we create an amazing delivery service, so that story 
resonate with the pain, that people have so people gravitate to it and get it, 
and no one does it before. Well, I saw a problem in the industry, every SME 
is not a strategy driven, and then what am I going to do about it, will create a 
workshop, a workshop turned into an online tool, and a book. That means, 
and this is really important, what you say is more important than what you 
sell. So what [a famous figure in Australia] says is more important than what 
he sells, everyone wants to listen to him, and he saw a problem which was 
the education industry, and he thinks it should be better for entrepreneurs, so 
he's got another way of educating people, so he saw a problem he got a unique 
way of selling and that became the story, and it resonated with people, cause 
people went like yeah Universities are out of date right now, love what you 
are saying, they either listen to him or joined his program or whatever, so, 
Unique problem, find it,  solve it and therefore is what you say is more 
important than what you sell. Cause only then your blog going to get listen 
too, only then you stand out in this crowd of market, and it's not about selling, 
[a famous figure in Australia] never sells a thing, he just tells you what the 
problem is and how he is solving it, and everyone goes yeah gotta have a 
piece of that. Hope that makes sense. Failed stories, might be doing the 
opposite. You still have to be amazing in business today, that's what I said to 
a client, how can the be different, the government won't allow them to make 
big claims about what they can do, cause the regulation, and so you know, 
what can I do, well, I can write a book about how they think what they are 
doing is better, it's not advertising, so you gotta think strategically what can 
I do to be different. It does not work for every industry you know, but when 
you think about the amount of business coaches out there, they are all just 
vanilla, how do they get different, but they got to all whatever content they 
write is not going to be read, and so that what I say to people.  
MF Really great, is there anything else you feel you would like to add to our 
conversation of today? 
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KI11 Well, not really. It's just nice sort of talking about it. I talked with you about 
my story, and every time I pick-up different words and get challenged in 
conveying my story. 
MF Thank you for your valuable time! 
KI11 Very welcome! 
 
 
 
 
End of interview excerpt  
